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VICTOR — the best in 16mm sound motion picture equipment 








THINGS TO THINK ABOUT 
WHEN BUYING A PROJECTOR 


4] 


SAFETY FILM TRIP 


3¢3 ty ans soechian Iecuaaie oo 
a should the film loop be 
the projector is incorrectly 


Check these other valuable features: 
Stationary Sound Drum, 180° Swing-out 
tht Bes Mount a Prefocused, Straight-Line 


VICTOR ANIMATOGRAPH 
CORPORATION 


A DIVISION OF CURTISS-WRIGHT CORPORATION 


demonstration please 
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A “demonstration” is often a difficult assignment, particularly 
when your product is cumbersome or intricate. But not today! 
With 16mm motion picture equipment you can go into offices 
or homes and before large groups — telling the finest sales 
story each time. 


Use of Victor 16mm Sound Projectors will assure you that your 
sales films will have the finest in picture clarity and brilliance 
as well as sound fidelity. Victor’s easy portability, simplified 
threading and trouble-free operation will make more showings 
for your sales films — and more sales. 


Write now for an interesting demonstration — or for 
information on the modern industrial use of 16mm 


equipment for sales and training. 








Home Office and Factory: Davenport, lowa 





New York (18) McGraw-Hill Bidg., 330 W. 42nd St. © Chicage (1) 188 W. Randolph 
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An Open Letter...to Everyone 


Concerned with Management 
Throughout the Nation 











PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Bible Society 
American Can Company 
American Viscose Corporation 
The Bates Manufacturing Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
The Borden Company 
Calco Chemical Company, Inc. 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Gasoline Corp. 
General Motors Corporation 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Remington Arms Company 
Socony-Vacuum Oil Company, Inc. 
The Texas Company 
United States Rubber Company 


OR ANY OTHER CARAVEL CLIENT 


























OYALTY ... ENTHUSIASM . . . TEAMWORK -—the three Vitalizing 

Forces of a business—are not to be had merely by providing 
“good working conditions” and by paying employees what they 
regard as fair. 


To the contrary, it is usually the satisfying of UNVOICED desires 
on the part of employees that makes all the difference! 


Consider, for example, how urgent are the following desires in 
your OWN mind— whether you report to a minor executive or 
directly to the stockholders... 


—the desire to be proud of the company you work for... 


—the desire to feel that your company is alert, progressive, 
eager to render the finest possible service... 


—the desire to feel that you are essential to the full success 
of the undertaking... 


—the desire to feel that your services are valued and 
appreciated. 


In the light of increasing strife in industry, we suggest that the 
most important task of Management today is to present its own 
true story TO ITS OWN FAMILY OF WORKERS... and in such a way 
that these unvoiced desires will be SATISFIED. 


For many years we at Caravel have been making motion pictures 
to do precisely that. And to do it truthfully... dramatically... 
convincingly. 

Please read once more that list of “desires.” Then—if you feel 
that you have a story to portray that will make for better Labor- 
Management relations in your own company—write us a brief 
letter. Perhaps we can be of help. 


CARAVEL FILMS 


INCORPORATED 


New York ¢ 730 Fifth Avenue « Tel. Circle 7-6112 











world’s finest 
professional-type 


16 m.m. sound film projector 













EXCITER LAMP Ce al 
——_— 


SOUND LENS 





PHOTO-CELL 


SOUND DRUM 
ota 


The schematic drawing above 
shows the direct sound 
scanning as used in the 
Natco projector 


DIRECT SOUND SCANNING is obtained by the presence of 
the film sound track on the outer margin of the film (due to left side 
- projection path), permitting installation of important sound head elements such as 
sound drum, sound lens, photoelectric cell, and exciter lamp along the film path * Thus 

the film sound track is transported across the sound drum at exact right angles to the 

exciter lamp beam .. . affording sharp and accurate light impact upon the photoelectric cell, 


and imparting faithful electrical impulses to the speaker... resulting in clear, crisp sound fidelity. 
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Case Histories 
of Outstanding Films 





DEMOCRACY 


PRODUCER. . ENCYCLOPAEDIA BRITANNICA FILMS INC. 
RUNNING TIME 
SOUND 


11 MINUTES 
... WESTERN ELECTRIC 








To give American youth a clear and accurate definition of Democracy 
-Encyclopaedia Britannica Films Inc. has produced a black and white 
sound film for students on the high school and college levels. In the few 
months that it has been available, this graphic demonstration of democ- 
racy and how it operates has become outstandingly successful. Its value 


is being demonstrated daily in schools throughout the country. 





a 
DESPOTISM 


PRODUCER. . ENCYCLOPAEDIA BRITANNICA FILMS INC. 
RUNNING TIME 
SOUND..... 


es 


The methods and madness by which vicious dictatorships arise is a 


11 MINUTES 
WESTERN ELECTRIC 











lesson we should not soon forget. To give American youth a clear and 
accurate insight into how dictators achieve their ends—where, when, and 
why — Encyclopaedia Britannica Films Inc. has produced a definitive 
film that has received immediate and wide acceptance in schools, film 
libraries and other educational agencies. In answer to a great need 
this black and white sound film provides clear pictorial evidence that 
points the accusing finger at those community activities which provide 
a breeding place for despotism. 


Both these outstanding films used 


Western Electric 


RECORDING 





Dr. V. C. Arnspiger of Encyclopaedia Britannica Films Ine. says: 
“Sound contributed in a major way to the effectiveness of these films.” 
The addition of sound to your educational films adds little to the cost — 
but pays big dividends, 


Electrical Research Products Division 
Western Electric Company 


INCORPORATED 


233 BROADWAY, NEW YORK 7, N. Y. 


*% Television isn’t here yet, en 
masse that is, but it’s coming and 
we're glad to have Ralph Aus- 
trian confirm that film is its indis- 


Camera Lye 


THE EDITORIAL POLICY 
OF THIS MAGAZINE 
*% A producer recently asked a 
member of our staff to tell him 





pensable medium. Read him on 
Page 31 of this issue. 

Featured in this issue also is 
Zs 3 the big story of Alcoa’s film pro- 
what ‘“‘we stood for.” After a dec- , ya 
ay ; gram which begins on Page 21. 
ade of publishing service and a ; 

RE ; It's a program to be proud of 
couple of million copies of audio- : ; 
; blicati and one executive who can be is 
visuad yuUDIications, we thought 
S Douglas (Barney) Hobbs of Al- 
we ought to have an answer fot : 
coa, who supervises this program. 
that, so here goes: 

(1) Business SCREEN is written 
for and read by the largest audi- 
ence of business picture buyers in 
the world. They pay for it. They 
read it and help us write it as a 
guide to satisfactory experience in 
the use of this medium for busi- 
ness and industrial purposes, 
whether for training of personnel, 
advertising goods and services or 

educational effort. 
(2) Only one policy guides the 
Editors: that each of these readers 


and prospecttve readers among 





companies throughout the world 


RicHARD T. BORDEN 


who use this medium have satis- 

ry experie? < ? S se . : 
factory expenences in tis use. @ In the business film field, Dick 
9 . ‘ — . : . 
(9) Beyond that we try only saad Borden is perhaps most widely 
avoid the pitfalls of amateurism, , known as the author and nar- 
‘ ters < ‘x periment- 
ind of eee a a rator of Borden and Busse syn- 
‘rs attracted by » me . Nel- . Baad : 
ers attracted by the medium Nei dicated sales training motion pic- 
ther do we short-change our busi- eases _d as the author of 
ness readers with pages of junk Firing Line Films produced and 


about unrelated fields such as re- distributed by Audivision, Inc. 


ligion, formal education, X-rays, In his article. Dick Borden 


and cowboy pictures. -OHC. 


gives six key recommendations 
on sound slide film script writ- 


IN THIS ISSUE 


ing, based on his experience. 





SALESMAN WANTED 


A real opportunity for a sales 
position is open to a man with 
experience in contacting ad- 
vertising and sales executives. 
Outstanding national con- 
cern offers this opportunity 
for opening now. Replies in 
strictest confidence. Our em- 
ployees know of this ad. 
30x 89, 
BUSINESS SCREEN 
157 E. Erie St., Chicago (11) 











RALPH B. AUSTRIAN 
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with the features you 
have always wanted 
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t- Has Important Basic 


Improvements 


This new AMPROSLIDE projector (2”x 2”) embodies 


the engineering skill and fine precision workman- 








ship that have made Ampro 8mm. and 16mm. 





projectors world famous for quality. It offers features 





that guarantee quick, simplified operation- and 





long, satisfactory service, including: 





Automatic snap-action, self-centering slide changer, with 





patented features that assure hairline focus, perfect align- 





ment of slides on screen, interchange of glass and ready 









mount slides without refocusing. Operates with one hand 


AMPRO SLIDE 





fingers never touch slide surface . .. Convenient case lifts 

















PROJECTOR off in a flash for easy accessibility . .. F 3:5 anastigmat 
andll-tiall rojection lens. 5” focal length ith onvenient knob for 
(2” x 2”) projec S. « é g N 1 i ( 








hair-line focusing . .. New condenser design that combines 











maximum brilliance with cooler operation ... 300 watts 











of uniform light with effective heat dissipation and mini- 


mum light loss . . . Pointer aperture permits use of pointer 






with slides... Convenient, positive, quick action tilting—either 















up or down... Attrac tively finished, « ompact, sturdy with 
clean flowing lines and controls and parts readily accessi- 
ble...the ideal projector for brilliant full color or black- 

6 and-white 2” x 2” slide projection. 

y . : 

| Silent Write for special Amproslide circular giving full 

Silent * 6 ee ectors specifications and prices 

' 8 mm > Film ° Slide Proj S} é ‘ | s. 

> j-on- 

s, \6 mm eee Are Projector> 

n 

st 


AMPRO CORPORATION * CHICAGO 18, ILLINOIS—A General Precision Equipment Corporation Subsidiary 
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he foresight of our clients in preparing for the 
needs of tomorrow's business is indicated by the full 
shooting schedules for all the Wilding stages in 
Chicago, Detroit, and Hollywood. 


Before a camera was turned, however, plans were care- 
fully drawn and details checked, so that every picture 


and word will accomplish a predetermined purpose. 


Today, members of management, in conference with 
Wilding staffs throughout the country, are planning 
and creating the patterns and details of sound motion 
pictures designed specifically toward the solution of 
their particular training, sales and merchandising prob- 


lems — for the months to come. 


Creators and Producers 
of Sound Motion Pictures 
lor Commercial, Educational 


and Television Application. 


Wilding Picture Productions, Ine. 


os SE SS a Sy a. ee) eee DETROIT . ee ee ee | HO L4 Fw | ©: 2D 
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TO MAKE FINE MOVIES 


Filmo 70-DA 





The 16mm movie camera that is equal 
to every photographic situation. Seven 
film speeds, 3-lens turret head for in- 
stant lens change. You sight, press a 
button, and what you see, you get. Write 
for illustrated literature. 


TO SHOW FINE MOVIES 
(SOUND OR SILENT) 


Filmosound 





With new coated lens and brilliant 1000- 
watt illumination, this 16mm sound-on- 
film projector is cooler and easier to 
operate than ever before. Exclusive fea- 
tures banish film damage. Write for 
complete information. 


THIS GREAT FILM LIBRARY 
IS AT YOUR SERVICE 


B&H Filmosound Library has thousands 
of instruction and entertainment films— 
sound or silent — for rent, lease, or pur- 
chase. Send for newest catalogs, free to 
film equipment users. 
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Movies can do these 
big jobs tor you 





Motion pictures can help. 
step up plant efficiency, 


eut your manufacturing costs. 


Coupled with on-the-job training, they 
give new workers a running start and 
shorten the costly training period. To 
present employees, movies can speed the 
teaching of new techniques, the use of 


new equipment. 


Show Them What They 
Really Do, and Why! 


Every employee does better work when 
he knows why his particular job is im- 
portant. Nothing excels the motion pic- 
ture in telling him why. The camera re- 
veals the inside of your product, the hid- 
den qualities, the points of superiority. 
Skillfully used, movies can convert your 


workers into enthusiastic salesmen. 


Motion pictures can help 
improve personnel rela- 
tions, strengthen morale, cut 


down absenteeism. 


They can cement good will, sell the em- 
ployee on your company, sell him on his 


own future. Movies can add substance 


















to even the most complete personnel 
program. 


Movies for Entertainment 
Everyone imagines how he would look 


on a movie screen. Your own plant news- 





reel—of employees’ sports, social events, 


will double the effective- 





personalities 
ness of morale activities. And a Lunch- 
time Theater, including chapter-a-day 
serials, has proved a powerful remedy for 


absenteeism. 


Bell & Howell can help you 
put movies to work — help 
you apply the same film tech- 
niques used with such remark- 


able success by the armed forces. 


Wherever your business has a story to 
tell—to employees, to salesmen, to cus- 
tomers—you can tell it better with sound 
motion pictures. How you can do so is 
explained in detail in the illustrated 
booklet ... 
**Movies Go to Work"’ 

Write today for your free copy! Write 
Bell & Howell Company, 7108 McCor- 
mick Road, Chicago 45; New York 20; 
Hollywood 38; Washington 5, D. C.; 


London. 


OPTI-ONICS— products combining the sciences of 
OPTics « electrONics « mechaniCS 






























Color Correct 16 MM prints—in 72 hours. 
Lightning fast—delivery guaranteed 
Full fidelity of sound and color 

often exceeding the original. 


For superior work—ahead of time— 


YWLOVrC 


the most complete 16 MM sound studio in the East 


Studio: 1712 Connecticut Ave., N.W., Dupont 1800 
Washington 9, D. C. 
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DON’T LET A 64KN047 


SPOIL YOUR SHOW 






GET A ‘SPARE’ 


G-E Projection lamp 


Plenty of high-wattage types 
now available 
Suppose you were showing a movie . . . holding your 


audience with the interest and action of the film .. . and 


then came BLACKNESS! 

Don’t let a burnout spoil your show! See that you have a 

spare G-E Projection Lamp with every movie projector you 

operate. Your dealer now has plenty of these popular sizes! 

200-watt T-10 300-watt T-10 500-watt T-10 
750-watt T-12 1000-watt T-12 


See him today and get the spares you need so you'll be 

























ready for emergencies. For some slide projectors however, 





and projectors requiring lower wattage lamps, the supply 
is still limited. 





Be sure it’s G-E...to be sure of: 


1. Greater screen brightness, clearer pictures ...G-E lamps Confused about lamp sizes? If you have a variety of types of 
are designed to give you full advantage from the optical projector, send for the G-E Projection Lamp Guide, which 
apn SE pene See tells you the correct size lamp for all types of projectors. 
2. More uniform screen brightness . . . differentially coiled fila- Simply write General L\ectric, Div. 166, BS-9, Nela Park, 
ments on most popular sizes fill the film aperture smoothly. Cleveland 12, Ohio 

3. Uniformly dependable performance on every replacement... 
thanks to precision manufacture, rigid inspection. 


“ “ “ 







7 ; For better “flash” pictures keep asking for 
4. Constant improvement, as developed by G-E Lamp research, 


for better, clearer projection. See your G-E dealer today. GE ra 6 mo! 
&, 
& 


G-E LAMPS 


GENERAL (3 ELECTRIC 























Focal-plane 
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For Low Key Lighting.. SUPERIOR 2 


Du Pont Superior 2 combines fine grain with high FEATURES 

speed. It meets the most extreme requirements of low 

key lighting...assures correctly exposed negatives. E. I. 1. Excellent flesh tones 4. Fine grain 
du Pont de Nemours & Co. (Inc.), Photo Products 
Department, Wilmington 98, Delaware. 


2. Extreme wide latitude 5. Speed 


3. Color balance 6. Uniformity 
In New York: Empire State Building 
In Hollywood: Smith & Aller, Ltd. 
In Chicago: 225 N. Wabash Avenue 


7. Retention of latent image 


REG. U.S. PAT. OFF 


(Listen to “Cavalcade of America’’—Monday evenings—NBC) 


DU PONT MOTION PICTURE FILM 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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LETS GO SKIING!” 


PRODUCED AND DIRECTED BY 


PLL ULLAL G 


NARRATED BY MUSICAL DIRECTOR ART DIRECTOR 


BEN GRAUER ® JACK SHAINOLIN ®LEON JASON 


im 














fe 


WA CORPORATION 


LONGACRE 3-2939 


ISUAL ARTS 


2 WEST 46th ST., NY.19 






With especial thanks vo Mr Sam Soyer, without ilar 





valued assistance This pieture could not have been produced ~ 
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THE MOST DYNAMIC 


SALES AND TRAINING AID 
IN AMERICA TODAY! 





EXPLAINETTE IS DESIGNED 
FOR COMPLETE SERVICE 


e SALES TRAINING 

e POINT-OF-SALE SELLING 
e EMPLOYEE TRAINING 

e VISUAL EDUCATION 





EXPLAINETTE Gives you these Features! 


Attractive, functional design makes unit completely compact and portable. 
Matched amplifier and loudspeaker—designed by Operadio—embody new- 
est electronic features and insure excellent sound quality. EXPLAINETTE 
is easy to set up and operate .. . newly-developed film advance and unique 
“Thread-Easy” film guide simplifies operation. If you require easily-carried, 
clearly-understood sound slide film equipment, engineered for small and 


medium-sized audiences . .. investigate EXPLAINETTE today! 


FOR COMPLETE INFORMATION WRITE DEPT. BU-9, OPERADIO MANUFACTURING CO., ST. CHARLES, ILL. 


oPERADIo 


2 d,inelle 


SOUND SLIDE FILM EQUIPMENT 


A COMPLETE, COMPACT PORTABLE UNIT! 
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For Projected Sales and Training Aids... 
..- Your Best Equipment Buy is DEVRY 
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bu wall ki 
DeVRY Triple-Purpose Slide-film Projector for 
(1) 2” x 2” (35mm) paper and glass slides; (2) for 
single-frame slide-film; (3) for double-frame slide- 
film — with motor-driven forced-air cooling. 


LL OF THE MANY and varied projection and amplifying needs of 
modern business are met with DeVRY’S new Model RS-ND30 3-pur- 

pose professional 16mm, sound-on-film projector with its separate 30-watt 
amplifier and large, permanent magnet speaker. Built like a fine watch 
for day-in, day-out trouble-free service in home, office or on the road, the 
new DeVRY portable 16mm. sound-on-film projector is so simple to 


operate that practically anyone can set up, thread, and service it. 


Learn more about DeVRY’s new 16mm. sound-on-film projectors and 
other DeVRY audio-visual sales and training equipment — all of which 
are built to meet the most rigid specifications of the most exacting buyer. 
Write DeVRY CORPORATION, 1111 Armitage Ave., Chicago 14. 





DeVRY microphones deliver high-quality repro- 
duction. Fit any standard stand. DeVry turntables 
take records up to 16” diameter . . . two speeds, 
33-1/3 and 78 r.p.m. 


SHOOT your own industrial films with 
a DeVRY 16mm. motion picture camera 
that news cameramen prefer for shots 
that permit no retakes! 


DEVRY. 


D PROJECTORS 











AN 
MOTION PICTURE CAMERAS 


Only 5-TIME WINNER of Army-Navy “E” for the 
_ production of motion picture sound equipment 








DeVRY motion picture screens are sized from 30” 
x40” to 20’x20’—portable tripod, wall, wall & ceil- 
ing models. NEW MODELS. NEW FEATURES! 


1 
i 
I 
I 
1 
| 
l 
l 
l 
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DeVRY stereopticon (top) with lamp capacity up to 
1000-watts for 314” x 4” slides. DeVRY slide pro- 
jector (bottom) with 300-watt lamp for 2” x 2” paper 
or glass slides. Motor-driven, forced-air cooling! 


DeVRY Model RS-ND30 sound-on- 
film projector for (1) sound or silent 
films; (2) black and white or true-to- 
life color, without extra equipment; 
(3) separate 30-watt amplifier & 
speaker provides indoor or outdoor 
P.A, facilities. 







For Auditorium, Assembly Hall and 
Company Theatres — where 35mm. films 
are to be shown — get the facts about (1) 
DeVRY Theater Projectors — sturdy 
35mm. precision projectors for permanent 
DeVRY 


Transportable — 35mm. sound-on-film 


installations (illustrated), (2) 





projector for use where projector throw 
does not exceed 60 feet, (3) DeVRY Portable 35mm. sound-on-film 
projector in matched cases — projector in one — amplifier and 
speaker in the other. Ideal for road-show and sales or training 


caravans. Use coupon below to get colorful literature — FREE! 


OG SS ES SS SF CP SS CE a a 


DeVRY CORPORATION, 1111 Armitage Ave., Dept. BS-C8 = 
Chicago 14, Illinois { 


Gentlemen: Please send latest literature on Audio-Visual Sales & Training Aids. 1 
Please send “Production Pointers” and names of Producers. Ve are inter- 

ested in 35mm motion picture sound equipment; [] with arc lamp; [] with Mazda § 
lamp. 


Name 


Address 


~- 


City Zone State 


In Canada, contact Arrow Films, Ltd., 1115 Bay St., Toronto 5, Ontario, Canada . 
a i os on an an G@ a on a om om a ee ae 
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A TRAINING FILM se 
BEGINS WITH A a 
BLANK SHEET OF PAPER 


ON WHICH WE SET DOWN 
CWS WEPEUTUVES.. - st" 


Adequate planning is the essential preliminary to any visual 


training program. Questions such as these must be answered 





before the first simple outline is prepared. Sound Masters 
personnel, expert in all phases of visual training and its ap- 
plication to the problems of business and industry, welcome 


an opportunity to determine what films can do for you. 


Sound Masters, Ine, eRe 


165 WEST 46TH STREET— NEW YORK 19...3010 BOOK TOWER — DETROIT 26 
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Which Way, Private Enterprise? 


MANAGEMENT CONTINUES TO TALK TO ITSELF WHILE PRODUCTION 


STAGGERS 


RODUCTION ALONE can deliver the 

goods to the barren sales floors of dealers 

and distributors throughout this nation. 
Production alone can fill the long-pent wants 
of consumers and thus pay, in turn, the wages 
of a self-liquidating, American system of busi- 
ness enterprise. 

But as organized labor pressed on toward 
higher money wages and fewer productive 
hours in major capital goods industries, the 
nation faced a new wave of crippling strikes. 
Union leadership might well say, as did AFL 
president William Green recently: 

“Today America’s ability to raise wages 
without increasing prices and living costs de- 
pends on increasing productivity in civilian 
industries.” 


REUTHER EcHOors NEED FOR PRODUCTION 


And his words might well be stressed by 
Walter Reuther, president of the UAW-CIO 
who has also stated that his union “is just as 
eager as management to get the (automobile) 
industry into maximum production.”” But the 


real crux of the situation was not in crippling’ 


government regulation by improvisation; it 
was not in material shortages which could in 
part be traced to Administration hoarding and 
in good part to further labor strife. 

Rather, the fix industry was in could be 
traced to the minds and hearts of men and 
to the short-sighted union leadership of large 
masses of the semi-skilled and unskilled. And 
it could be traced to management brains who 
still talked to the worker with three-syllable 
words, if at all. And to the men of top manage- 
ment who were this month still able to affirm 
the damming fact that more than half of 1,000 
big corporations (52%!) were doing nothing 
“to educate employes on the merits and work- 
ings of American Free Enterprise.” 


We'tt HAve To WorkK TO EARN DEMOCRACY 


The plain fact was that most Americans 
would have to work harder—and soon—to 
maintain that system of free enterprise. The 
plainer and ugly fact was that millions of able- 
bodied citizens were coasting on their war 
earnings on state and Federal doles which 
were wisely provided for expected periods of 
unemployment. 

Management was doing a fine job of talking 
to itself meanwhile. The pages of current 
news-weeklies and top management journals 
reminded executives that American industry 
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was “tops”; that “management came up out 
of the ranks” and “knows the feel of the rungs 
all the way up.” 

The words had an ironic ring which well 
might re-echo in the union halls of the CIO 
where members are plainly told that their 
top ambition is to be a union steward. Future 
management would certainly have to be raised 
in a test tube or perhaps enticed from the 
still-crowded ranks of Washington burocracy. 


Hook OFFERS THREE SIGNIFICANT POINTS 


J. R. Hook, president of American Rolling 
Mills and a practical pioneer in the field of 
labor-management relations, furnished three 
answers to the situation in a speech before 
the 23rd convention of National Association 
of Foremen in St. Louis this month: 

“No company has long prospered unless its 
men have grown mentally, 


“It is the responsibility of executives to 
afford their workers that opportunity. 

“It is curtains for private enterprise unless 
the simple facts that make business succeed 
are understood by a majority of industrial 
employees.” 

We find management still coasting mentally. 
Where are the plans for such employe educa- 
tion? The recent Mill and Factory survey 
previously quoted could show that only 48°%, 
of 1,000 big corporations could affirm any kind 





Where Are the Leaders 
of Industry Coming From? 


* Horizontal unions of semi-skilled 
and unskilled workers frown on_per- 
sonal ambition among their members. 
“The highest ambition of a member 
is to become a union steward” says one 
CIO leader. 

Where does that leave workers and 
management? In 50 of the largest busi- 
nesses in America, a study of careers of 
143 men who are now top management 
showed that the average starting wage 
was $13.40 a week. 

Where will tomorrow's leaders come 
from if the bottom is now the top? 


—-OHC 











UNDER REGULATION, SHORTAGES AND LABOR DISPUTES 


of program of education on the merits and 
workings of American Free Enterprise. 

But of these only 35°% said they were con- 
templating an expansion of their educational 
activities while 65°% replied that no expansion 
is contemplated. But 63% could say that em- 
ploye reaction to such a program was favor- 
able! If so, too little was being done! 


RESULTS OBTAINED WITH FILMS EXCELLENT 


Elsewhere in this issue is a good report of 
the Aluminum Company of America’s excel 
lent and thorough film program, (See page 
21.) Unfinished Rainbows and versions there- 
of are current Alcoa films on the Company's 
growth and the prospects for the future 
through continued research. Millions of work- 
ers and their families have seen this picture. 

Likewise, Western Electric, Swift, General 
Motors and others have shown the path to 
successful use of this potent medium of idea 
communication. But a word of sober warning 
is given by one industrialist who says: 

“The education could be to the good if 


‘genuine. But if it means putting out propa- 


ganda which workers will discover as ‘bunk’ 
it is worse than nothing.” 


WeE Dip It In War: WE Can Do It AGAIN 


A reminder of the widely successful use of 
motion pictures in direct employe showings 
within industrial plants during the war will 
be timely, These “incentive” programs re- 
ported the war. Surely the “brains” of man- 
agement and public relations can figure out 
a way to report the fruits and costs of peace. 
The men are there, the necessary projection 
equipment already there in most cases and the 
facilities for swift and effective production of 
factual films plentiful. 


Unions MAKE UsE oF FILM MBpIUM 


We do not overlook the fact that unions 
have employed this medium at membership 
meetings, particularly in the Detroit area. 
While the kind of subject matter which lam- 
poons management and idealizes the shop 
steward as the protector of the weak and op- 
pressed is the kind of thing best understood 
by the mass audience, both labor and man- 
agement will do well to promote understand- 
ing of principles and the Golden Rule. 

Otherwise the goose which lays the golden 
eggs will also go into a production decline at 
the expense of all concerned. 


15 





FILMS FOR VETERANS 


*% Seven new films tor 


such subjects as medical facilities, insurance 


veterans—covecring 


and even the writing of letters—have been 
yg 


Visual Aids 
Office of Public Relations, Veterans 


completed and released by th 
Service, 
Administration 

Planned and written by the VA Visual Aids 
Service under the direction of Captain Joseph 
seattie, the films were produced by the USDA 
Motion Picture Service through a cooperative 
Admin 
istration and the Department of Agriculture 

Future 


arrangement between the Veterans 


{ssets 10 min. Discussion by typical 


ties of the Veterans’ Administration offer the 
doctor. Primarily a recruiting film to be used 
in medical schools and societies. 

Hang On 1\% min. 
retention of National Service Life Insurance 
by World War II veterans. 


Write Right 114 min. Tells veterans when, 


\ trailer stressing the 


why and how to write to the Veterans Ad- 
ministration, and when not to write. 
Veterans Report No. I 10 min. Includes 
three newsreel-type subjects showing how a 
double amputee, a blind ex-sergeant, and five 
students took advantage of veterans’ benefits, 
plus the Hang On trailer described above. 


Veterans Report No. 2 10 min. Features 





vision of the 1941 VA film giving an up-to- 
date pictorial.summary of the activities and 
functions of the Veterans Administration. 
Prints of these Veterans Administration 
films can be obtained from VA branch offices 
in Boston, New York, Philadelphia, Rich- 
mond, Atlanta, Columbus, Chicago, St. Paul, 
St. Louis, Dallas, Denver, Seattle, and San 
Francisco. Arrangements are being made to 
expand this distribution through the 16 mm 
film libraries now cooperating with the De- 


partment of Agriculture. 


@ World control of atomic energy is the 


theme of a new ten minute animated black 










the choir of Sault St. Marie, Michigan, High and white film to be released this month by 
School entertaining wounded veterans at Mt. 
\lto Hospital, Washington, D.C. 


Service to Those Who Served 10 min. Re- 


World War II veterans on the reasons tor re 
taining National Service Life Insurance Philip Ragan Associates, Inc., Philadelphia, 
Medical Service Second To None 238 min 


Shows what the medical program and facili 


Pa. Sponsored by the National Committee on 
\tomic Information, Washington, D.C. 


A Business Screen picture-text review of a significant General 
“human relations”’ 


“OPN DOOR” 


Motors film now currently showing. 





“We're proud of you, Jim — the children and I. 
It's a big step up, being a foreman.” 


“Things were fine for awhile. Then | began to 
feel | was in the middle — not one of the boys, 
not part of management." 


“Personally, I've been in favor of a foreman’s 
union for a long time. A guy would know where 
he stood then.”’ 





“I'm quitting. The foremen around here are “The ‘open door’ policy means just what it “They really gave It to me straight — the whole 
getting a lousy deal. You don't back us up.” says. We want you foremen to come in and story. Now | know where | stand. And | know 
talk things over." what I'm going to do.” 


Selected for special mention by the Editors this month Motors foremen and supervisory groups, it has been as 


is the General Motors public relations film The Open successfully shown in hundreds of other companies to 
Door. A full-length entertainment feature produced for whom prints were loaned. Because of its good effect on 
GM by the Jam Handy Organization, the picture con both higher management and foremen for whom it was 
tains no mention of the Corporation other than opening produced, it rates as a top example of the best in current 


and closing title frames. Originally intended for General business films. We need many more like it! 
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PART TWO OF 


INCE THE APPEARANCE of Part One 

in this series of articles on distribution 

methods, several sponsors have specifi- 
cally asked about showings in the rural field. 
Of the 3,000 U.S. counties, more than 600 
are now rated as especially prosperous in bank 
deposit statistics and other income figures. 
It would seem good business to make some 
special effort in such counties in the case of 
farm implements and other products or at 
least to lay plans for the day when such 
products are in need of good markets. 

A Washington, D.C. group has proposed a 
rural film distribution development in which 
it is planned to “circuit” special films designed 
for the farm trade. This has always appealed 
to Washington people, especially in the War 
Bond film program days when officials there 
often wondered why such circuits weren't 
more widely used. 


How THE 16MM Circurr SHOULD WorkK 
“Circuiting’” works this way: You send a 
16mm sound print to a Farm Bureau secretary 
or County Agent who sends it on to another 
borrower after he has finished using it in his 
own region, This circuit generally groups a 
number of borrowers along one line of trans- 
| portation or in one general area. Elimination 

of print return to a central point after each 





showing would seem to double the number 
of showing days available. But it doesn’t work 
that way. 

In the first place the original borrower is 
not a professional showman. He is in no way 
responsible for the care and maintenance of 
films and is not likely to be 
equipped for such care. Cellulose film is frag- 


sponsored 


ile and all types of projection equipment 
will be encountered, particularly in the rural 
field. Since the cardinal rule of all film use 
is to achieve as near perfection as_ possible 
with every screen presentation, the basic step 
is to insure a good print being placed in the 
hands of each new user. 


HeRE ARE SOME PossiBLE SOLUTIONS 

Two solutions are possible. One of these 
is to donate a print to the extension library 
of an agricultural college where it will be 
faithfully catalogued, handled with reasonable 
care on loan requests and the sponsor's inter- 
est must end right there. No use asking for 
audience figures or any other reports. Con- 
sider such bequests as educational 
which they really are. 


grants 


The second solution is to use established 
commercial library facilities now pretty widely 
established at most urban centers adjacent to 
fruitful rural 
counties. There is a well-organized business in 
such service and for the average sum of $2.50 


the majority of prosperous, 
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A BUSINESS SCREEN REPORT ON 
AUDIENCE MEASUREMENT: NOTES ON THE RURAL FIELD 


Standards for Distribution 


FILM 


per audience, they provide exploitation fold- 
ers, promotional activities, bookings, advance 
notices (a key point which enables your rep- 
resentative to be present at his convenience) 
and monthly certification of showings, And 
this also includes the vital matter of profes- 
sional film maintenance, shipment and storage 
at exchange points. 


How to INsuRE YOUR RURAL SHOWINGS 


Broad-form coverage of your film distribu- 
tion program is available through commercial 
facilities but you can add a rider on you 






ARMOUR TIME TABLE FOR MEAT COOKERY 








Literature of the sponsor may be distributed 
by arrangement at lomm film showings. 


policy of result-insurance by means of the 
advance booking notice. ‘That means a local 
company representative or dealer can be pres- 
ent at any convenient location, arranged well 
in advance. It means that literature may be 
sent to the audience for distribution before on 
after the film is shown. (An example of such 
literature is shown on this page). 

Extra bookings obtained by the County 


Agent or rural organiza- 


through this medium. About 1,000 of the high 


estimate of 5,000 16 mm sound projectors now 
owned by churches are most probably in rural 
communities where they are available for 
suitable programs. 

\UDIENCI 


THE RURAL THEATRICAL 


Finally, the rural audience is regularly 
reached by the exhibitor of entertainment 
films. A permanent theatre location will most 
often accept good one-reel short subjects of 
an informational and interesting type, par- 
ticularly in rural towns where such shorts 
eliminate the necessity of a rented subject. 
Minute movies or outright screen advertising, 
either related o1 
tieups, are a further type of rural distribution. 
Of the 18,000 theatres in the U.S. more than 


half are in small cities and towns and nearly 


unrelated to .local dealei 


every theatre in a downtown metropolitan 
area draws a good rural audience. 
Entertainment exhibitors who operate trav- 
eling units or “road-showing” of 16mm sound 
prints reach a very large and predominantly 
rural audience. A commercial distributor de- 
scribes such showings in this way: “they occur 
weekly in small theatreless communities and 
are usually underwritten by local merchants 
as a trade magnet. The programs are made 
up of serials, cartoons, and regular feature pic 
tures reduced to 16mm. The audiences are 
composed of family groups which visit the 
show location towns weekly for shopping and 


recreation. 


PEAK MONTHS IN SUMMER SEASON 


“This operation is greatly affected by cli- 
mate. It starts about June 15 and continues 
to October 15 with July, August and Septem 
ber as peak months of activity, 

“From handling this type of circulation 
we know of 4,000 roadshow locations.” 

Charges range from $4.00 for a one-reel 
picture to $6.00 for a three-reel picture for 
showings averaging about 600 attendance each. 

These are the avenues now open through 
use of equipped audience facilities, It is still 
feasible to send a mobile unit (or several of 
that type) into specific areas where concen- 
trated attention, dealer tieups and a full-scale 
“show” is worthy of the expenditure, Partici- 
pation during the summer months in the 
numerous county fairs on such a basis is an 
evident field for large scale distribution effort, 

(OVER) 


(Below) Key factors in film distribution sys 
tems are these typical booking notice forms; 


one copy is the sponsor's advance confirmation. 








tion representative booking 


such films for use on local © Je # ROCKAPELLEA PLAZA NEW YORK 


Bookine Notice —5 





equipment are not charged. 








Oa joare 
One distributor makes pro- | ne1 7011 iE —— 
vision for such costs by a PROGRAM vos gave 
mam. OF PERSON In 
O@8carTA TON 











flat charge of a cent or 





more per person reached. 

Rural churches are fast 
realizing the advantages 
of religious education and 





community recreation 
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{1 scene from “Marks of Merit” produced for 


the Brand Names Research Foundation. 


ON RURAL FILM DISTRIBUTION: 


(CONTINUED FROM THE PRECEDING PAGE) 


FARM AUDIENCES KNOw WHAT TuHey LIKI 


Ihe audience is there. Most apparently it 
will not soon be reached by such a medium as 
television and yet film material made avail 
able on television might be useable on a rural 
l6mm show network. A word of caution 
here: farm audiences are far more critical of 
quality and interest than you may imagine. 
Sure, they like “corny” pictures but that’s a 
matter of human interest in subject matter, 
not production quality, Know-how in the 
creation, direction and production of farm 
pictures is shared by few in the commercial 
film field but those who have learned the art 
win large audiences for the sponsors they 
serve. 

In closing these notes on the rural audience 

we should not overlook outstanding effort of 
the past in this field: 
(1) Orchids to the Motion Picture Service of 
the U.S. Department of Agriculture for con 
tinued and undeviating service to the Ameri 
can farmer through three decades. Always 
short of budget, never yet given the funds to 
do the great work still ahead, the USDA film 
folks have brought immense knowledge and 
real progress to American agriculture through 
all these years of devoted service. 


PIONEER COMMERCIAL SHOWMANSHIP 


(2) The Power-Farming Entertainments, and 


(Below) Other types of report forms typical 


of those used by commercial services to report 
film showings to sponsors. 



















similar dealer-farmer programs of the Inter- 
national Harvester, Allis-Chalmers, Deere, 
Caterpillar and Minneapolis-Moline com- 
panies have pioneered the entire commercial 
film development of the rural field. 

(3) To the good pictures of the agric ultural 
field such as The Green Hand, Science of Milk 
Production, Servant of the Soil, and others too 
numerous to mention we extend a word olf 
tribute. They bring inspiration and progress 
to the farmer and directly benefit the pros- 
perity of all America in so doing. Both pro- 
ducer and sponsor can be proud of such 
efforts. 





American Group Organizations 
and Their Present Membership 








AMERICAN FARM BUREAU FEDERA- 
TION 
15 State Bureaus..... 1950 County Bureaus 
(Apprx. 1,000,000 families, count 4 1/10 
members per family) 
THE AMERICAN LEGION 
15,000 posts. . . 3,250,000 members 


CONGRESS OF INDUSTRIAL ORGAN- 
IZATIONS—CIO 


5,000,000 members. . . . locals being surveyed 


THE AMERICAN FEDERATION 
OF LABOR 
10,000 locals. _.....5,000,000 members 
GENERAL FEDERATION OF WOMEN’S 
CLUBS 
RE.GGO BOCRIS. co... vc cee 2,000,000 members 
NATIONAL CONGRESS OF PARENT- 
TEACHER ASSNS. 
25,000 groups..........3,487,138 members 
LIONS INTERNATIONAL 
Se GS cs Sb acdwn awa’ 200,000 members 


U.S. JUNIOR CHAMBER OF COMMERCE 
1,518 chambers........... 65,880 members 


GIRL SCOUTS OF AMERICA 

1,109,722 members. . .troops being surveyed 
THE NATIONAL GRANGE 

Ge SR. oink sce veces 850,000 members 


BROTHERHOOD OF PATERNAL 
ORDER OF ELKS 


ROE Monit ceca wns 825,000 members 
THE KNIGHTS OF COLUMBUS 
DOCG COUNCHS...-..60c0s- 600,000 members 


NATIONAL COUNCIL OF FARMER 
COOPERATIVES 
1,000 locals . .2,000,000 members 
YOUNG MEN’S CHRISTIAN ASSOCIA- 
TION 
1267 associations....... 1,295,396 members 
KIWANIS INTERNATIONAL 
NG 6 os basa wi w 150,000 members 
AMERICAN FEDERATION 
OF TEACHERS 
45,000 members. . . .chapters being surveyed 


ROTARY INTERNATIONAL 
SE UNS ooo 6 ae en 180,000 members 








Another scene from “Marks of Merit” now 
being shown to group audiences nationally. 


DISTRIBUTION REPORT 


Sponsor: National Tuberculosis Association; 
Film: This is ITB; Producer: Emerson 
Yorke Studios, 

*% This Is TB, an 11 minute sound film pro- 

duced by Emerson Yorke Studios, New York, 

has recently been released by its sponsor, the 

National Tuberculosis Association. 

Second in a series of films produced for the 
association, This Is TB tells what tuberculosis 
is, how it is contracted, how it can be found 
and cured, and how to avoid it. Screen players 
are used to portray people in every day walks 
of life i!lustrating the story of how tuberculosis 
affects every one of us. 

This Is TB was written and directed by 
Emerson Yorke and narrated by Jackson Beck. 
It has been endorsed by the U.S. Public 
Health Service and is being widely distributed 
on a non-profit basis to theatres, schools and 
other public groups. 


DISTRIBUTION REPORT 


Sponsor: Lincoln Electric Company. Film: 
The Magic Wand. Producer: Science 
Films, Inc. Distribution by: Modern 
Talking Picture Service to theatres. 

* Bookings are now being made by theatres 

all over the country of The Magic Wand, a ten 

minute technicolor film about electric arc 
welding photographed under the supervision 
of the Lincoln Electric Company of Cleveland, 

Ohio. 

Completely free from advertising, The 
Magic Wand is an entertaining, educational 
short subject depicting the modern methods of 
joining metal by electric arc welding which 
have produced the lighter weight steamship, 
locomotive, automobile, aircraft and home 
appliances. 

Statistics indicate that over 80,000 women 
were engaged in welding work during the war, 
and many other hundreds of thousands of wo- 
men were doing war work in plants where the 
arc welding process was a vital part of the 
manufacturing system. These facts will en- 
courage theatre managers to book The Magic 
Wand because of the appeal of such a subject 
to both men and women. 

Produced by Science Films, Inc., The Magic 
Wand is being offered as a free film to theatres 
via Modern Talking Picture Service through 


BUSINESS SCREEN MAGAZINE 














its 31 exchanges. Lincoln Electric Company 
has contracted for 3,000 protected theatrical 
showings and for additional club and school 
showings of a longer, 23 minute version. 

DISTRIBUTION REPORT 
Sponsor: Brand Names Research Foundation, 
N.Y. Film: Marks of Merit, Producer: 
Leslie Roush. Distributor: Modern Talk- 
ing Picture Service, Inc., nationally. 


*® As an important part of its educational 
campaign to promote public awareness of the 
value of the brand name system of product 
distribution, the Brand Names Research 
Foundation, Inc. is using Marks of Merit, an 
eighteen minute film produced by Leslie 
Roush. Written by Mary McCall to appeal 
to junior and senior high school audiences, 
Marks of Merit has been booked into 1,400 
showings to date in not only schools but PTA 
and other club meetings. Reports received by 
the Foundation indicate that 87%, of the 
audiences have been enthusiastic about the 
film, 7% have varied from fair to good, and 
6% did not like the picture. The latter group 
represents for the most part adult audiences 
who considered the film too juvenile for thei 
tastes. 


AUDIENCE DIFFICUL1 
The Foundation has discovered that the 


LIMITATION OF 


nature of the picture has a wide appeal to 
all groups and it has been difficult to limit 
showings purely to the intended audiences of 
students. 

Marks of Merit is a family play, taking 
place in an average home with a cast ol 
Grandpa, Father, Mother and Billy and Betty, 
the two children. Thrilled with stories of 
Knights and chivalry, the children sadly con- 
sider the drab life of modern times and the 
lack of opportunity to ride forth and “win 
acclaim from all the land.” Grandpa points 
out to them the heraldic symbols of the 
knights and likens them to the trade marks 
of today’s manufacturers. He explains that 
the trade marks, or brand names, stand fon 
something which the maker must live up to. 


Susyecr Is COMPETITIVE DISTRIBUTION 

Marks of Merit deals with a subject rarely 
seen on the educational screen—competitive 
distribution. It is particularly valuable as an 
aid in courses pertaining to social science on 
home economics. Names of specific manufac- 
turers are not introduced in the film. 

Distribution and promotion of Marks of 
Merit are being handled by Modern Talking 
Picture Service. During July and August a 
special program is under way to book the film 
into summer camps. Usually lacking a large 
entertainment budget, camps have been most 
receptive to free films and Modern is achiev- 
ing solid booking on all prints of Marks of 
Merit. 

The Brand Names Research Foundation is 
a non-profit membership corporation for the 
study of the competitive distribution system 
and the dissemination of information concern- 
ing distributive economy. *% 
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PROJECTION IN THE DEPARTMENT STORE 





Showings for Shoppers 


©® IN-STORE FILMS SIGNS 30 DEPARTMENT STORES ¢ 


ERCHANDISING in retail stores gets 

a push this fall when In-Store Films, 
division of Cine-Television studios, launches 
a new program of continuous screen adver- 
tising and entertainment in approximately 
thirty U.S, department stores. 

Hub of the program is a new console typ 
16 mm automatic film projector with a 2114” 
by 29” screen image, which will operate con- 
tinuously from store Opening to store closing 
before standing audiences estimated at 5 to 25 
persons per console per performance. Film 
programs, averaging ten minutes each, will 
be 60°, advertising—sponsored product dem- 
onstration or dramatization shorts of one-half 
to three minutes long, and 40°, editorial 
shorts featuring consumer information. 
reach U.S. 
twice-monthly 


First release will housewives 


and shoppers as a “Hon 
makers” Edition in sound and Kodachrome. 


Home appliance and fabric lines, always big 


(Below) Original BUSINESS SCREEN creativ: 













































department store sellers, are definite bets tor 
heavy use of the medium as_ point-ol-sale 
advertising. 

Goal for In-Store is a hundred department 
stores signed as subscribers, but the program 
will begin with about 30 stores, with addi 
tional stores joining in groups of 15 to 25, 
beginning next spring. 

Fred H. Fidler, one-time J. Walter Thomp 
son radio, motion picture, and television man, 
is the executive behind In-Store and Cine- 
Television studios, which he founded about 
two years ago after 15 years of agency work. 

“This is the first selling medium to ‘pub 
lish’ and deliver at the point-of-sale—at the 
time and place of buying decision, demon 
strating and dramatizing products right on 
the selling floor,” says Fidler. “It crystallizes 
the effect of all the other advertising and pro 
motion, and helps retail sales people close 


the sale.” *e 


design for store display of continuous: films. 

















POINTERS ON SLIDEFILM PRODUCTION 


by Richard T. Borden 


Before You Produce That Sound Slidefilm 
Ask Yourself Six Questions About Your Script! — 


Of one thing you can be sure. 

The disc and film strip with which you 
wind up... will be no better than the script 
with which you begin. In the sound slide film 
business of 1946 . as in the show business 
f Shakespeare's time ... “the play’s the thing!” 

Even though you secure name voices for 
your recording top photography, expen 
sive art work and well-selected models for your 
visual sequences . a poor film script sfi/l 
means a poor finished production. No alchemy 
of production technique can change it from 
dross into gold. 

It therefore follows that script approval 
time is a moment of crucial importance in the 
birth of a sound slide film. At that moment, all 
the top-ranking talent available to produce 
and client should be called in and put to work 

. to make sure that the script to be “shot” is 
a good script. 

And that raises the question: what makes 
for excellence in a sound slide film script? 

In my experience, excellence 
among other things, upon “Yes” 
the following six questions, 


depends, 


answers to 


QUESTION ONE: Is It Short Enough? 


@ Fate was kind to modern business film 
audiences when it decreed that sound record- 
ing practice should evolve on the basis of 
sixteen-inch discs and recording speed no 
slower than thirty-three r.p.m. 

It so happens that the combination of 
thirty-three r.p.m. and sixteen-inch disc means 
that one side of the largest standard “platter” 
plays off in about fifteen minutes. 

‘Thus a strong temptation is created to end 
the average sound slide film at the fifteen 
minute mark rather than continue it 
after an awkward break for record change. 
MAKE SURE YOU SUCCUMB TO THAT 
TEMPTATION! 

Fifteen minutes in the dark while canned 
voices talk to a visual background of still 
pictures that jerk by on bell signal . . . is 
plenty long enough. 

So, when fifteen minutes projection time 





are up, plan that the “frame” then showing 
on the screen will say: THE END. 

Then, room lights UP . . . and provision in 
your meeting plan for someone “in the flesh” 
to take over for a live demonstration . . . skit 

. chart talk .. . or Q and A period. 

“But,” you may say, “my client insists that 
a long message be presented via the sound 
slide film medium . . . one much » long for 
completion in a single fifteen minute unit!” 

In that event, make big ones into little ones! 
Break down that total message into several 
component sub-sections, which add up to 
what's wanted. 

Then present cach sub-section as a self- 
contained sound slide film, with its own THE 
END frame at the end of not longer than 
fifteen minutes. And, at the meeting when 
the several films are to be shown, make sure 
that no two of them succeed each other with- 
out a substantial intervening period of live 
program presentation. 


QUESTION TWO: Is It Direct Enough? 


@ The sound slide film is a superb medium 
for the kind of presentation that gets down to 
brass tacks no later than Frame Number Two. 


It is an extremely poor medium for the kind 
of presentation that sneaks up on its brass 
tacks by a circuitous route involving amateur 
dramatics and situations such as “Boy meets 
Girl and helps sweetheart lift mortgage on 
old homestead by following Sales Manager's 
recommended tactics for selling washing ma- 
chines or operating service station properly.” 

If you want to use the sound slide film to 
greatest advantage, be ruthlessly direct. 

Forget your yen to show Hollywood what 
it missed when it passed you up. Blue pencil 
clever conversational exchanges between char- 
acters introduced into the script. Skip dra- 
matic irrelevancies of all kinds. 

Instead . . . get your dramatic effect 
PFHROUGH directness. 
A swift-to-the-point 
impressive by its very incisiveness . . 
efficient orderliness of its fact parade 
the detailed definiteness of its answers to the 
unspoken audience question: WHAT ARE 
WE SUPPOSED TO DO ABOUT ALL THIS 

.. WHY .. WHEN .. HOW? 


Seek your reward in the audience reaction 


presentation can be 
. by the 
a, 


“How clear!” rather than in the _ reaction 
“How cute!” 


QUESTION THREE: Is It Truly Audio-Visual? 


@ The sound slide film script is not truly 
audio-visual when it is written primarily for 
the ear when pictures are specified after- 
wards on the basis of: 
“What can we show on the screen that 
will serve as a not-too-trrelevant decora- 






tive background for the words being spo- 
ken?” 


That kind of question results in the finished 
production turning out to be merely a phono- 
graph record with “pictures on the side” 
rather than a truly audio-visual tool of in- 
struction. 

Here's the kind of question that should be 
asked: 

“How can we shape this script so each 
frame will convey important message details 
to the eye as well as to the ear?” 

For a simple, practical test of whether or 
not that question has been answered success- 
fully in a given sound slide film production, 
merely project the film strip alone. 

If the script on which the production is 
based is truly audio-visual, then the film strip 
shown alone, without benefit of accompany- 
ing narration on the sound disc, will still have 
both interest and instructional value. 

But if the production is merely a voice re- 
cording with visual “effects,” then detached 
showing of film strip alone will be dull and 
meaningless. 


QUESTION FOUR: Does It Smile Often Enough? 


@ Over and over again experience on the 
business film firing line has proved that audi- 
ences learn longest when they laugh loudest. 

This does not mean that a sound slide film 
presentation should digress from its most di- 
rect path of presentation, in order to drag 
in “funny stuff” incident to the play of charac- 





ter upon* character or upon far-fetched comic 
“plots”. 

It does mean that laughs should be built 
into the script whenever they are found lying 
right athwart the main highway of audience 
instruction, . 

And right there is the very place where 
the best laughs are most frequently found . . . 
in the form of a cartoon analogy to visualize 
a heavy technical point . or a light bit of 
colloquial phrasing put into the narration 
while a “nuts-and-bolts” picture is showing 
on the screen. 

Don’t hesitate to build these kinds of laughs 
into your sound slide film script. Get them in 
whenever opportunity presents without 
fearing “loss of dignity”. 

Dignity is not won merely by a dead-pan 
manner. It is won, instead, by directness . 


(PLEASI PFURN rO PAGI FIFTY-SIX) 
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ALCOA on the SCREEN 


Experience and Good Planning Make Aluminum Company Films 


Among Finest in Audience Appeal and Distribution Results 


HEN IN JANUARY of this year, 

Aluminum Company of America vol- 

untarily licensed the government, free 
of charge, to use its patents at the huge, gov- 
ernment-owned Hurricane Creek, (Ark.) alu- 
mina plant, it removed the only obstacle 
that hampered the government in disposing 
of some seven hundred miilion dollars worth 
of war-built aluminum plants to Alcoa’s com- 
petitors. In so doing, Alcoa was giving prac- 
tical demonstration to the public relations 
motion picture program it has been engaged 
in for several years to show how the company 
welcomes competition. 


From 1888 until 1940 Alcoa was the only 
producer of virgin aluminum in the United 
States. During World War II its competition 
was negligible, while its own facilities almost 
tripled in size. Aloof, dignified, cool, it ruled 
its private empire from headquarters in Pitts- 
burgh, an empire which included its raw ma- 
terial, the ships and trains to move the raw 
material, over half the electric power needed 
in its sprawling plants, and a large number of 
the products turned out from basic metal. 


Hurdles Mark Early History 


Since 1888, two years after Charles Martin 
Hall perfected his electrolytic process for sep- 
arating aluminum from its ore, the story of 
Alcoa has been an industrial steeplechase, 
hurdle after hurdle to be overcome. The very 
nature of the metal which it marketed had 
defeated everyone before it. 
abundant 


the most 
metallic element, found only in 
combination...” Alcoa had cut its eye teeth 


on the toughest form of industrial struggle 
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trying to make business and the public accept 
its product. 


This precedent shattering move, then, in 
which among other things, the vast Hurricane 
Creek plant went to the Reynolds Metal Com- 
pany, needed some definite explanations, but 
Alcoa was ready with some definite answers. 


America Learns About Alcoa 


Since 1941 a generous part of a curious pub- 
lic had been learning the meaning of Alumi- 
num Company of America; the drama of its 
beginnings, the saga of its rise to industrial 
power, and the scope of its operations. ‘The 
medium—motion pictures; the instrument 
Unfinished Rainbows, the technicolor story 
of aluminum which has played to 16,077,561 
people in five years. Small mystery to these 
millions was Alcoa’s unprecedented move to 
aid its own competition. They had seen the 
reasons behind Alcoa’s expansion, had learned 
how much it considered itself a public service. 
and traced through fifty years on the screen 
the growth of Alcoa’s only desire, to sell alu- 
minum ingots to all who'd buy as cheaply as 
possible for better living everywhere. 


Unfinished Rainbows, in the opinion of the 
editors of Business SCREEN, has been one 
of the best salesmen Alcoa ever had, Shown 
throughout the U.S. in 16 mm., and released 
to most theaters as a 35 mm. condensed short, 
More Worlds to Conquer, it has cost an aver- 
age of one and three-quarter cents per person 
per showing. It has, with Alcoa’s fifteen other 
training and institutional films which have 
been shown to much smaller groups because 
of their technical or how-to-do-it nature, rolled 


up a record of 182,291 showings to an audi 
ence of 26,332,142 people. 


Its excellence as a public relations film, its 
ability to interpret Alcoa in the light of the 
company’s policies, is not a matter of chance. 
Behind it stands Alcoa’s long experience with 
motion pictures, and the company’s carefully 
thought out, effective methods for guiding 
such films from conception through produc- 
tion to distribution, keeping in mind always 
the key objectives for which each film is 
produced. 


What are the reasons behind such film sue- 
cess? Alcoa has built its film program on the 
premise that its industrial motion pictures 
may generally be divided into two types; those 
designed for general audience appeal that 
blend entertainment and information; and 
those designed as straight instructional films 
in which the interest of the audience is maiti- 
tained by the knowledge of skills imparted 
through a combination of clear, concise nar- 
ration, and the vivid portrayal of the action 
described on the screen. 


Discoveries Mean New Horizons 


Unfinished Rainbows is an example of the 
first type of production, and is considered by 
many to be one of the best business films ever 
screened, The theme of the film is a simple 
one—new discoveries merely mean new hori- 
It depicts the search of Napoleon III 
for large quantities of this strong, light metal 
to equip his army, and how he failed . . . how 


/ONS. 


the world’s greatest scientists also failed in 
their attempts to produce aluminum cheaply, 
and then how the 22-year old Charles Martin 
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THE SCENE ABOVE, and the five following, are 
Here Napoleon 


Hil commissions a French scientist to find a 


from Unfinished Rainbows. 


method of making cheap aluminum. 


\N ALUMINUM DINNER SERVICE awes nobles in 
Napoleon's court, as lesser courtiers must be 
content with gold plate. A colorful scene from 
Unfinished Rainbows. 


CHARLES MARTIN HALL, then a young college 
student, hears from a_ professor a_ challenge 
to youth—the need for an economical way to 


produce aluminum ingots. 





AFTER YEARS OF STRUGGLE and failure, Hall 
produces aluminum by his electrolytic process 
and knows that his dream of years has at last 
come true. 

Hall solved the problem with crude, home 
made equipment in the woodshed of his 
father’s home. As Alcoa itself says, the story of 
aluminum is the story of “brains, sweat, 
dollars, and guts,” and the film brings this 
home forcefully. 

But by no means all of Alcoa's film program 
is of this first type. Larger in number of pro 
ductions, but much smaller in = audiences 
reached is the technical or how-to-do-it film, 
slanted at technical groups, or those who are 
learning a particular phase in the making of 
aluminum. 

Films of this type include such pictures as 


This is Aluminum, on how the metal is made, 


“DATELINE TOMORROW” (scene below) shows 
new finishes for aluminum in the modern 


world. 





\ DUBIOUS MANUFACTURER of kitchenware re- 
lents and an early Alcoa salesman gets an 
order as a secretary exults over a teakettle 
made from the new aluminum. 


fabricated and used, Aluminum Fabricating 
Processes, depicting the various fabricating 
methods in more detail, Dateline Tomorrow, 
a new film on the finishes for the metal, and 
eleven training films on welding, brazing, riv- 
eting, machining, and forming. 

\lcoa develops and supervises a production 
by one of the most thorough methods in in- 
dustrial film work. In the planning and script 
preparation stage, as well as in the approval 
of the rough cut, two machine print, and 
answer print, the company operates through 
a committee with the head of its motion pic- 
ture department serving as chairman. The 
members of the committee are held account- 
able for the technical details in the picture, 
while the chairman reserves the right to pass 
on all matters of motion picture technique. 

A new committee is selected for each pic- 
ture and all committees are made up of in- 
dividuals in the company who are experts in 
their particular fields. For general pictures, 
the members may be selected from a number 
of different departments so that the activities 
of the various departments such as operating, 
sales, research, developing, and engineering 
can be coordinated. The members in all cases 
are key personnel. 

During all committee meetings on script 
preparation, the distribution of the picture, 
and the audience for which the picture is in- 


FOR MODERN YOUTH, too, there are always new 
horizons. A college class hears the story of 
Charles Hall, and sees that new discoveries 
mean only new opportunities. 


tended are major considerations. One cf the 
most significant factors in the success of Al- 
coa’s film program is the fact that the distrib- 
utor is consulted at the outset, and may sit in 
on a number of script sessions. 

In one series, the how-to-do-it training films, 
the committee labored over their problems of 
script and production while a blown-up pic- 
ture of a workman, affectionately referred to 
as Joe Zilch, kept a watchful eye on proceed- 
ings from the conference room wall, remind- 
ing technical experts, script writers, and com- 
mittee members that the films had to be kept 
in step with the audience to which they were 
directed, that no step could be slighted, nor 
could any part be made too technical. 

Like most large, and picture-wise corpora- 
tions, Alcoa has used industrial motion pic- 
ture producers entirely, and has not attempted 
to build a motion picture producing depart- 
ment of its own. It handles its motion picture 
program in the same way it and many other 
companies handle advertising, assuming re- 
sponsibility for the material going into the 
script and the over-all supervision of the pro- 
duction. The conception of the basic idea 
for the picture, as well as the story continuity, 
may come from Alcoa or the producer, but 
final approval rests with the company. 

All’Alcoa films are produced in 35 mm, al- 
though both 35 mm, and 16 mm prints are 
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made for each picture, A representative of the 
company works with the production crew at 
all times, serving as liaison between the com- 
pany and the producer. 

Alcoa has used theatrical, non-theatrical, 
and road-show distribution to get the finished 
product before the largest number of audi- 
ences possible. Unfinished Rainbows had the- 
atrical distribution in the cities and towns 
where Alcoa has operations, but for the most 
part theatrical distribution of this film was 
limited to a ten minute version, released un- 
der the title, More Worlds to Conquer. 

With the theatrical distribution of both 
pictures now completed, Alcoa reports that 
they played in 8,500 theaters before an audi- 
ence of 11,107,091 people. Modern Talking 
Picture Service handled the distribution, pre- 
paring a comprehensive brochure to aid book- 
ings although the distributor's real work came 
largely through the personal contact of its 
branches. Included in the 8,500 theater book- 
ings were many repeat engagements, particu- 
larly in theaters in those areas in which Alcoa 
was recruiting labor during World War IL. 

Unfinished Rainbows is also the only Alcoa 
film which has been used on roadshows, a 
form of distribution slanted for small towns 
and rural areas where there are no theaters. 
Not only was the company able to reach those 
sections of the country not having theaters or 
weekly newspapers by this method, but it was 
also able to keep a large number of prints in 
circulation during the summer months when 
normally non-theatrical distribution is at a 
low ebb. To date, there have been 1195 ioad- 
showings of Unfinished Rainbows to an audi- 
ence of 385,266 people. 


Who Distributes Alcoa’s Films? 

Non-theatrical distribution of Unfinished 
Rainbows is handled by Modern Talking Pic- 
ture Service. The Bureau of Mines distributes 
certain skilled training films, and Alcoa itself, 
of course, distributes all of its pictures. 

Modern prepares mailings of the films it 
distributes, while the company has a catalog 
issued annually, describing not only. its mo- 
tion pictures, but also educational booklets 
and visual aids as well. Chief virtue of the 
catalog is that it bottles up the company’s 
educational program in one piece, 

In the distribution of its motion pictures 
to non-theatrical audiences, Alcoa has devel- 
oped some interesting figures. Adult audiences 
average from 100 to 110 a showing. For audi- 
torium showings in schools the audience has 
been approximately 250; while for classroom 
showings (generally more than one show) the 
average has been between 110 and 130. For 
all types of non-theatrical audiences, for all 
pictures, the average has been around 200. 


Mass Circulation Means Low Cost 

The cost of Alcoa pictures, per person see- 
ing the film, depends largely on the type of 
picture and its age. Naturally, the longer a 
picture is used, the less the cost, since the pro- 
duction cost is non-recurring, and mainte- 
nance, distribution, and print costs are not 
in the same proportion as production costs. 
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ALCOA SPEEDS TRAINING with THESE TECHNICAL FILMS 





This is Aluminum bw Wilding (35 min) 

@ This picture shows graphically how men, machin- 
ery and electricity combine to extract aluminum from 
the miser’s grasp in which it is held so tightly in 
the earth’s crust. It describes the steps in mining 
bauxite, the ore of aluminum, the costly chemical 
processes used in refining the ore, the electrolytic 
production of aluminum, and highlights the principal 
fabricating methods. 





Aluminum Fabricating Processes bw Jam Handy 
(20 min) 

@ Depicts methods by which metat is cast, rolled, 

forged, drawn, and extruded into the basic aluminum 

fabricated products. Also shows methods of working, 

shaping, and assembling these products into useful 

articles of commerce. 


a 


\ - my | 


\ 





General Sheet Metal Practices bw Wilding (20 min) 
@ Describes techniques employed in cutting blanks 
and piercing holes in aluminum sheet, explaining how 
to lay out the sheet economically, how to design the 
tools with proper clearances, precautions to observe 
in setting up the tools, and importance of thorough 
lubrication. 
2 


Dateline Tomorrow bw Jam Handy (19 min) 
@ Points out the various finishes for aluminum 
mechanical, chemical, electrochemical, electroplated, 
and organic,—and shows their application to alumi- 
num products. Designed to acquaint architects, de- 
signers, buyers, and manufacturers with the many 
varied finishes for the metal. 

- -—- @ —— - 
Blanking and Piercing bw Wilding (15 min) 
@ Describes practices employed in bending, ham- 
mering, beating, flanging, edging, and otherwise 
forming aluminum sheet, both manually and with 
mechanical devices. 

a . — ——__—- 


Drawing, Stretching, and Stamping bw Wilding 

(22 min) 
@ Demonstrates how to form cylindrical, rectangu- 
lar, and odd-shaped parts with emphasis on tool de- 
sign, clearances, radii, lubrication, and reduction per 
draw in single and double action presses. 

+ 

Are Welding bw Jam Handy (10 min) 
@ Metal are, carbon arc, and atomic hydrogen 
processes for welding aluminum are discussed in 
detail with particular emphasis on correct welding 
techniques. 








Tube and Shape Bending bw Wilding (13 min) 
@ Depicts bending of aluminum tubing and shapes 
and how to keep contour of tube or shape regular 
at point of bend. Use of fillers, mandrels, and other 
supporting devices is demonstrated in detail. 

-¢« 
Spinning bw Wilding (16 min) 
@ Describes three methods in use for spinning 
aluminum; hand, semi-mechanical, and mechanical. 
Points out various types of tools and chucks employed, 
and the importance of maintaining them. Inexperi- 
enced operators will find the section in the picture 
devoted to right and wrong ways of spinning par- 
ticularly helpful. 





How to Machine Aluminum bw Jam Handy (32 min) 


32 
@ In this how-to-do it picture on machining, there 
is a pictorial discussion of not only the free cutting 
but also the soft and gummy aluminum alloys. De- 
scribes proper top and side rakes and clearances for 
the tools as well as a description of cutting compounds, 
speeds, and feeds. The picture ends with a sequence 
on automatic machine too! operation 


> 


How to Rivet Aluminum bw Jam Handy (26 min) 


@ Discusses alloys commonly used in rivets, how 
rivets are driven hot and cold, and the proper methods 
of using heat treated rivets. Different driving tech- 
niques are described in detail with properly and 
improperly riveted assemblies shown in close up. 


* 


How to Braze Aluminum bw Jam Handy (7 min) 


@ The important new process of joining thin alumi- 
num sections by means of torch, dip, and furnace 
brazing is shown and explained in this picture. 





Torch Welding bw Jam Handy (17 min) 

@ Describes the progressive steps necessary to make 
a good torch weld, including the preparation of the 
welding surface, the flux mixture, and the manipula- 
tion of the torch 


Sd 
Resistance Welding bw Jam Handy (12 min) 
@ By means of animation the principles of two types 
of spot welding machines are explained. The carbon 
electrodes and their adjustment is described, as is 
the preparation of the work. Test samples showing 
correct and incorrect welds are depicted and analyzed. 
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in your mind 





Sales counsellor and writer Dick Borden in a scene from “How to Remember Names and Faces” 


Visualize Your Sales Training Job 


WO AVENUES are open to the company, 
department store or other sales organiza 
tions desiring to apply the practical value 
of audio-visual education to sales training pro 
grams. Pictures “tailor-made” to the specific 
needs of the user, whether motion pictures o1 
slidefilms, are certainly most effective. But 
ready-made, syndicated subjects dealing with 
basic principles common to all selling and 
to human relations will be equally effective 
in many situations. Cost is not a factor in 
any case although ready-made films are ex 
tremely economical in rental and print sale. 
\ liberal sampling of syndicated sales train 
ing materials available nationally from com 
mercial sources is presented on this page. Use 
of any of these films will brighten your next 
sales meeting, add a note of inspiration. 


SYNDICATED SALES TRAINING FILMS 


@ To Sales Managers, Sales Training Direc 
tors and all others concerned with training 
men in the correct selling approach, these are 
indeed difficult days, With the supply-demand 
factor due to equalize in the visible future, 
and the need for competitive, capable selling 
again a must for marketing products, short 
ages of skilled, experienced salesmen continuc 
to plague sales conferences and training. 

For sales executives with such training prob 
BUSINESS SCREEN have 
compiled this reference list of sales training 


lems, the editors of 
motion pictures and sound-slidefilms. ‘These 
are practical, earthy instruments for getting 
the training job done swiftly and economi 
ally. ‘Today, you can’t just tell your men how 
to sell, you’ve got to show them. 

This reference list is divided into two parts 

motion pictures, and sound-slidefilms. The 
length and source for each film is shown after 
the title. MTPS is Modern Talking Picture 
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Service ...D is Dartnell Productions... JHO 


is Jam Handy Organization. 


I. MOTION PICTURES 

How to Make a Sales Presentation Stay 
Presented bw (30 min) Borden-Busse (MT P%S). 
Shows how a salesman can win his prospect's 
attention immediately; how he can hold in- 
terest in a short, effective sales story; and how 
he can close with an order. 

How to Win a Sales Argument bw (30 min) 
Borden-Busse (MTPS). Practical “Chat Works 
which Works” 
points in selling—don’t do all the talking 
yourself; don't interrupt; don’t slip uncon- 


treatment, Discusses six key 


sciously into an argumentative manner; in- 
quire before you answer; restate your pros- 
pect’s objection in your own words; concen- 
trate on a key issue in closing. 

How To Remember Names and Faces bw 
sorden-Busse (MTPS). Robert H. 
Nutt's five points for remembering names and 


(30 min) 


faces are effectively dramatized. 
How to Make Your Sales Story Sell bw (30 
min) Borden- Busse. (MTPS). Five important 


steps in selling—vitalize sales stories with three- 


A scene from “Making Your Sales Story Sell” 





dimensional exhibits; magnetize yout 





sales 
story with curiosity; dramatize your sales story 
with tests; let George do it—let your prospect 
be the tester; use your prospect's props. 

The Autopsy of a Lost Sale bw (30 min) 
Borden-Busse (MTP%S). 
principal reasons why salesmen lose orders; 


Dramatizes twelve 


exaggeration and misrepresentation; not using 
all selling tools; awkward use of selling tools; 
lack of facts about product; not covering all 
important points; arguments; not justifying 
price; not talking prospect's language; lack of 
summary of important points; talking too 
much; not generating sufficient desire; neglect 
of prospect. 

Selling America bw JHO. 
Ben Franklin are applied to modern selling 


The precepts ol 


with truly inspirational results in this general 
sales training picture, ‘This film has been used 
before sales groups, conventions etc. 

The Face in the Mirror bw 28 min JHO. 

heme of this film which stars James Dunn 
is that the salesman who would improve 
himself must learn to look at himself fea 
lessly in the mirror, always with an attitude 
of “I wonder whether a buyer would buy 
from me?” 


Il. SOUND-SLIDEFILMS 


Strategy in Selling (55 min) Kit of 7 sound- 
slidefilms by Dartnell. Recordings—16”, 3314 
r.p.m. 

(a) Planning the Sale. Shows strategy used 
by top-flight salesmen. Example of successful 
sales interview where planning was used. . . 
four suggestions a salesman can use to plan his 
sale. What happen when a salesman tries to 
get by without a plan. 

(b) Getting Better Interviews. Importance 
of an attractive appearance... using customers 
to get better interviews for you . planning 
the day’s work ahead as an aid to better 
interviews 

(c) Making the Presentation. The salesman 
who talks himself out of an order . . . keeping 
the buyer from getting bored . . . winning the 
prospect's confidence a dramatized sales 
interview showing how not to make a presen- 
tation. 

(d) Disposing of Objections. Handling the 
buyer who says things are too uncertain to 
order now . . price objections, and the “want 
to think it over’ objection. 

(e) Closing the Sale. Helping the prospect 
to decide . . . use of order blanks to help close 
. thinking in terms of orders . . ways of ask- 
ing for the order the right way to close 
a sale. 

(f) Managing Your Time. Time, the sales- 
man’s stock in trade . . . importance of keeping 
time control records . using old customers 
to sell new accounts . budgeting prospects 
. . . how the average salesman loses valuable 
time. 

(g) The Way to Leadership. Detailed rea- 
sons why salesmen fail . . . the advantages of 
being your own sales manager . the quali- 
ties that have enabled top-flight salesmen to 
stay on top . a review of the reasons why 


salesmen fail. 
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“BEHIND THE COUNTER” 
SLIDEFILMS ANNOUNCED 


* The Jam Handy Organization announces 
the completion and availability of a series of 
five sound slidefilms under the general kit- 
set title of Behind The Counter, designed to 
help instruct retail store sales personnel in 
store conduct and customer contact. 

Material for the production of this series was 
carefully checked by personnel and merchan- 
dising executives of leading American de- 
partment and chain store groups as well as 
the retail merchandising department of a uni- 
versity. A printed instructor’s guide accem- 
panies the films and synchronized disc records, 
and the teaching material covers a wide range 
of products including nearly every depart- 
ment of the modern metropolitan department 
store. 

It has been generally agreed in retail mer- 
chandising circles that one of the primary 
needs in postwar retail training is a higher 
type of store conduct in connection with actual 
sales training and merchandise information. 
During the war, according to the Handy staff, 
retailers were forced into the position of em- 
ploying low grade help, and with little or 
no chance to train or supervise it. The result 
has been destruction of much good will which 
the employer built up over years of good and 
courteous service. In the coming competitive 
“buyers’ market”, it is realized, this good will 
can only be rewon by employing and training 
and supervising sales personnel of the more 
efficient type. 

Groups to which these films are best adapted 
include: 

a) Personnel with no previous store ex- 
perience. 

b) Those with some prewar experience. 

c) ‘Those with wartime experience (which 
must be corrected) . 

d) Current personnel “refresher training” 
in store conduct. 


Each slidefilm with record provides an or- 
ganized lesson on one topic, and sessions may 
be held as often as the employer finds it con- 
venient and best. 


Titles are 1—Friendliness Behind the Coun- 
ter, 2—Attentiveness. 3—Sincerity. 4 Helpful- 


ness. 5—Enthusiasm. 


Iypial scenes from “Behind the Counter” 








Two scenes from “More Power to You” illustrate situations in retail selling—in this film. 


Associated Stores Focus on Attitudes 


e “MORE POWER TO YOU” GETS A WARM RECEPTION @¢@ 


* Reports from member-stores of the Asso- 
ciated Merchandising Corporation indicate 
that More Power To You, a 16mm sound film 
produced for them by Caravel Films, Inc., is 
meeting with “enthusiastic and wholehearted 
response.” 

More Power To You is designed to focus 
the attention of old timers and newcomers 
alike on the importance of the right attitude 
toward the customers in the big stores. As the 
scene opens, two feature writers on a women's 
magazine meet with the editor to give then 
individual interpretations for an article on 
The first 
idea is one of helicopters and television and 


new developments in retail stores. 


a new era of high power department store 
service. The winning presentation gives the 
woman's viewpoint on the human side of 
shopping, the little courtesies and friendliness 
which makes shopping easier. This latter 
story, enlarged upon and illustrated with hu- 
morous and entertaining sequences, empha- 
sizes that the qualities of courtesy, friendliness, 
thoughtfulness and enthusiasm win in every 
walk of life and especially so in the success 
of employees of the big stores. 

include such well 
known actors as Neil Hamilton, Ruth Mat- 
teson, Clark 
More Power To You was written by F, Burn- 


Members of the cast 
Howat and Grace Valentine. 


ham MacLeary from an idea developed by 


Slidefilms show employees best sales technique. 


the Associated Merchandising Corporation 
[raining Director's Film Committee consist 
ing of Georgia Wittich, Training Director, 
Stix, Baer and Fuller, Chairman; Carolyn Ely, 
Training Director, Wm. Filene’s Sons Com 
pany; Pauline Field, Training Director, The 
J. L. Hudson Co.; with H. M. Morriss, Store 
Superintendent, Hutzler Brothers, as advisor. 

Alice Groves, Personnel Director at New 
York Headquarters of the Associated Me 
chandising Corporation, has said that “This 
film fills a timely need in reawakening retail 
stores to the importance of good selling. Its 
message is universal, and not confined to one 
group of stores.” 

The film is now being made available to 
qualified stores outside the Associated Mei 
chandising Corporation Group in non-com 
petitive territories, 


Six Slidefilms on Business Letters 
* A series of six sound slidefilms on the know 
how of writing successful business letters “that 
get results and build good-will” scripted by 
J. E. Frailey, is made available by Dartnell 
Corporation for direct sale, Frailey is a busi 
ness writer and organizer of Letter Clinics as 
well as serving companies as business corre 
spondence consultant. 

Fypical titles are Shave Off the Whiskers, 
Don't Be a Goozler and Think Before You 
Write, all based on common practices. 


All types of retail selling are benefited. 
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\UDITORIUM OF Socony-VAcuUM Oil Compan) 
to provide facilities for training 
Socony’s sales and service men, the auditorium seats 200 people, and 


Socony Ss New York Training 


in New York is shown above. Built 


new Training Cente 
being conducted. 


Center 


Oil Company Business Theatre Provides Facilities 


For Meetings, 


EWESI (and one of the _ best) 
York City 
( ompany’s 


of business theatres in New 
is Socony-Vacuum Oil 
Training Center in the Pulitzer Building at 
63 Park Row. 
Built 


training Socony-Vacuum sales and service men 


to provide adequate facilities fon 


brought from all over the world, the ‘Training 
Center also supplies meeting room, exhibit, 


demonstration, motion picture and stage fa 
cilities for use by other departments of the 
company besides the training division 
The entirely air-conditioned Center con 
sists of three main halls besides various service 
and storage rooms. The main entrance opens 
lounge. 


into a hall leading to an attractive 


Ihe lounge, designed to achieve a home-like 
atmosphere, is used for rest and recreation, a 
home away from home, for company trainees. 
rhe room is done in rich draperies, soft 
chairs and thick carpets; bookshelves occupy 
one end of the room; paintings decorate the 
walls; and flower troughs are in the windows. 
A service pantry with refrigerator and facili 
ties for serving lunches adjoins the lounge. 
At the opposite end of the Center is an 
exhibit room consisting of some permanent 
and some changeable company exhibits, such 


as displays, photographs and mechanical de 
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Exhibits and Employee Training 


vices. The exhibit room can be adapted 


a large number of uses for any of various 
company activities. 

The main auditorium of the Center is a 
functional room with a 200 seating capacity 
designed be simple and non-distracting to 
whatever program is being conducted. The 
carpets are raisin color; walls are oyster white 


and constructed for perfect acoustics. The 
acoustical quality of the room is so excellent, 
in fact, that a public address system which was 
installed for use of speakers and instructors 
has not been used to date. 

Io accommodate varying size audiences in 
matching the 


the room, a movable screen, 


color of the carpet, is used, This serves to 
create for a small audience the impression 
of a small room, a valuable factor in focusing 
attention on the program. 

Lighting is concealed in a dark blue center 
drop ceiling and controlled from the projec- 
tion booth on a Standard Switchboard dim- 
ming panel. 

Specially constructed. lecterns are in use 
which light not only the speaker’s notes but 
also his face, so that in a darkened room 
during a slide presentation only the speaker's 
face and the screen are visible. Lecterns can 


be located at several points in the floor which 


is designed to be simple and non-distracting to whatever 
To accommodate varying size audiences in the room, 
a modern, movable screen is used. 








progr am is 


have PA 
phone to projection booth outlets. 


, buzzer to projection booth, and tele- 


which is curtained in blue 
velvet matching the drop ceiling, is a motion 


On the stage, 


picture screen set against the back wall. Screen 
curtains, now hand operated, will be operated 
from the booth as soon as motors are obtain- 
able. As an aid to technical demonstrations, 
a well has been constructed in the stage floor 
with outlets for water, 
110 volt 
phase. 


compressed air, gas, 
C and DC, and 220 volt AC three 
A hood can be lowered from the ceiling 
to take off fumes resulting from chemical 
demonstrations. 

In a standard fire proof motion picture pro- 
jection booth with escape hatch and fire pre- 
vention equipment are located a Bell and 
Howell Filmosound with 1,000 watt lamp, a 
slide projector, and various Neumade film 
:. work tables, and rewind 
equipment, all installed by E. J. Barnes Asso- 
ciates, New York specialist in film equipment 


storage cabinets, 


for business firms. The projection booth is 
not yet completely equipped; projection 
equipment for slidefilm, slides 
and opaque projection will soon be added, 
in addition to more film handling facilities, 
as rapidly as equipment becomes available. 
Eventually it is planned to install Filmoarcs 
for greater screen brilliance in motion pic- 
ture projection. 


various size 


Careful planning is evident in analysis of 
Socony-Vacuum’s new Training Center. Ac- 
tually, all departments of the company con- 
tributed to its design and all participate in 
its use. It represents a notable example of 


modern training methods and facilities. 
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theater, seating 250 people, is on the mezzanine level (see 


FRANK LLOYD WRIGHT DESIGNS A BUSINESS THEATER cut), and is used for lectures, audio-visual presentations, and 
recreation, Cost of the main ofhce building, which houses the 
theater, was ninety-two cents per cubic foot. Wright's descrip- 
tion of the building—“ . . . as inspiring a place to work in as 
a cathedral is to worship in...’ typifies the spirit of the 
theater and the entire building. 

@ Typical of the newest designs in plant layout and business 
theaters is the Product Development and Testing Laboratory 
of the Benjamin Electric Co., Desplaines, Ill. Built at a cost 
of $100,000, it was dedicated in June on the occasion of the 
company’s 45th anniversary program, and is part of a three- 
year plan for landscaping the grounds and modernizing the 
entire plant layout. Perkins and Will, school building special- 
ists and lighting consultants, were the architects. In addition 
to the prime purpose of the building, which is to house the 
Laboratories, the building also serves as a reception center, 
and conference and educational meeting place. 





An air-conditioned conference room (see cut) provides 
facilities for engineering and sales meetings, foremen’s meet- 
ings, and other group conferences. Primary use for the room 
will be as a classroom for conducting sales-training short 
courses for salesmen of electrical wholesalers. 





BELOW ARE TWO views of the new Benjamin Electric Co. 
HARMONY IN COLOR AND DESIGN marks the eye-pleasing Johnson Wax 


theatre at Racine, Wis., shown above, which seats 250 people plant .. . exterior design (bottom) and conference room (top). 











Business Theatres 


New Designs Reflect Today’s Trend 


Toward Better Audience Facilities 


EW DESIGNS in business theaters reflect the growing interest 3 
N of industry in obtaining the most efficient motion picture and 
sound slide-film audience facilities available. Many corpora- ¥ : 

tions, large and small, are building new theaters, revamping existing aaa J Pp 
ones, and striving to give the field of audio-visual communication the vaase = a 
best possible environment. Post-war construction and expansion pro- eorirt paeeat: 
grams, although retarded, have given firms an opportunity to build Meet | a 
auditoriums, projection rooms, and theaters which are based on latest —. ht 
materials, acoustical and lighting data—data which was not available 
10, 15 or 20 years ago when many of the existing plants were built. 

The trend is definitely toward eye-pleasing rooms, with all-around 
visual potentiality, which allow for the most effective use of films in ® 
employee training, inspirational work, or customer relations. 









































@ An outstanding example of what can be done by intelligent plan- 
ning to make a practical, pleasing business theater is the Johnson's 
Wax plant and modern theater in Racine, Wis. Built in 1939, and 
designed for Johnson by Frank Lloyd Wright, the building has at- 
tained national notice as a completely equipped modern plant. A 


FLOOR PLAN (below) of the modern Johnson Wax Company theater. 





wancce f tessce Kitten Te aance 
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BUSINESS SCREEN CAMERA FEATURE: 


National Visual Dealers 
Convention and Trade Show 


Naved’s Chicago Show Attracts 891 from 27 States 


“\ MERGING FROM THE WAR YEARS Into its first 
period of consumer sales activity in more 
than five years, members and guests of 

the National Association of Visual Education 
Dealers met in Chicago last month for the 
most successful convention and the first trade 
show in the organization's history. 

Limited in attendance because of the highly 

professional nature of the membership and 
low-key emphasis on trade show visitors in 


light of industry reconversion problems, ofh- 
cial records nevertheless tallied 891 persons 
from 27 states and six foreign countries. Spe- 
cial guests of the convention included authori- 
ties from the field of business, government, 
religious education and the school field in 
which dealer members offer highly specialized 
local service. 

President-Elect for 1946-47 is Bernard A. 
Cousino of Toledo, Ohio, who succeeded D. 


Tuey Carriep THE BALL: NAVED’s Board of Directors for 1945-46, responsible for this year’s 
Convention, pictured after its final meeting in August: (Left to right) Paul Brand, Frank 


Bangs, C. 


R. Reagan, B. F. Plimpton, President-Elect Bernard Cousino, Arthur Hebert, Sec- 


retary-Treasurer Hazel Calhoun, Retiring President D. T. Davis, Jasper Ewing, Jack Carter, 
]. M. Stackhouse, Fioyd Wilber, Ted Foss, and Wells Alexander. 


“SELL OR FoLtp Up” was the mes- 
sage given the NAVED Conven- 
tion by guest speaker Frank V. 
Birch, Vice-President of Klau-Van 
Pieterson-Dunlap Associates, and 
past pres., Lions International. 


I. Davis of Lexington, Ky. in that office. 
Other officers are Tom Brandon of New York 
City, Ist Vice-President; Olson Anderson of 
Bay City, Michigan, 2nd Vice-President; and 
Hazel Calhoun of Atlanta, Georgia, who con- 
tinues as Secretary-Treasurer. 

Members of the Board of Directors are: 
Barton F. Plimpton, Art Zeiller, E. E, Carter, 
Stanley M. Atkinson, Frank Bangs, John Gun- 
stream, Merriman Holtz, Paul Brand, E. M. 
Hale, Art Hebert, and Keith South. 

Among the significant proposals adopted 
was a resolution calling for ‘‘an overall council 
to represent all of the commercial interests in- 
volved in the specialized field of audio-visuals. 
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NAVED DISCUSSION FORUMS 


DEALER-MANUFACTURER RELATIONSHIPS were 
ably discussed by this panel (right, top), rep- 















































resenting leading manufacturers, producers 
and sponsors. Left to right, front row: Jack 
Coffey, Encyclopedia Britanica Films; Bert 
Kleerup, SVE; Harry Erickson, RCA; Bob 
Engel, DeVry; W. A. Moen, Bell & Howell; 
John Gunstream, Texas. Back row: John W. 
Anderson, President of the American Fair 
Trade Council; O. N. Wilton of Valette; C. 
R. Reagan, Chairman of the Panel; E. N. 
Nelsen, Ampro; E. A. Patty, dealer, of Bakers- 
field, Calif., and J. E. High, dealer, of Okla- 
homa City, Oklahoma. 





D. T. Davis (right) of Lexington, Kentucky, 

retiring NAVED president, hands the gavel NEW EQUIPMENT AND MATERIALS 
to Bernard A. Cousino of Toledo, Ohio, new NEW EQUIPMENT AND MATERIALS were discussed 
president of the Association. by the panel at right, second from top. Ralph 


Haile was Chairman of the Panel. 


VISUAL MATERIALS IN INDUSTRY 
THAT NAVED sHOULD ESTABLISH A CODE of 
Accepted Practices for 16 mm projection serv- 
ices to standardize and improve such services 
was the principal conclusion of the panel 
shown at the right, third from top. Under 
the leadership of Art Hebert of Los Angeles, 
Calif., this group of dealers and representatives 
of industrial film users worked out suggestions 
and methods for better service from visual 
education dealers to their industrial clients. 
Those participating included L. M. Anderson 
and Fred Brethauer, industrial sales managers 
of DeVry and Bell & Howell, respectively; 








SEVERAL OF NAVED’s NEW OFFICERS are shown E. J. Barnes, Frank Fulkerson, Bill Engleman; 
above with outgoing 1945-46 officers. Front Harlan Hobbs of Owens-Illinois Glass Co.; 
row, left to right: Hazel Calhoun of Atlanta, Bill Bastable of Swift and Company; Paul 
Secretary-Treasurer (reelected to same office); Lawrence, Red Hogan, and O. H. Peterson. 
Bernard A. Cousino of Toledo, Ohio, new 

president of NAVED; D. T. Davis of Lexing- DEALER PUBLICITY AND ADVERTISING 
ton, Kentucky, NAVED president for 1945-46; IN THIS CANDID sHoT of the Publicity and 
Olson Anderson of Bay City, Mich., now Advertising of the Dealer panel (right, fourth 
NAVED 2nd Vice-President. Back Row: Wells from top), the group listens to a comment 
Alexander of Atlanta, 1945-46 Director; John from the audience. Left to right: Mrs. Roa 
Gunstream of Austin, Texas, new Director, Birch of Milwaukee, Chairlady; Bill Scranton 
Region VI; Art Zeiller of Glen Rock, New of Ampro; Austin Durham of D. T. Davis 
Jersey, new Director, Region II, and Earl Company; and Phil Burton, Professor of Ad- 
Carpenter of Cleveland, Ohio, 1945-46 Di- vertising at the University of lowa, lowa City. 
rector. At center left, Earle Heffley of Radiant Screen, 


Chicago. 


THE TRADE EXHIBIT (below) at the NAVED EFFICIENT FILM LIBRARY OPERATION 
convention attracted large crowds. BUSINESS 


SHORTCUTS TO EFFICIENT FILM LIBRARY Opera- 
SCREEN exhibit is in center. 


tion were discussed by an audience of more 
than 200 persons under the leadership of 
Wells Alexander of Atlanta, Chairman, and 
this panel of ‘leaders (right, bottom). Left 
to right, front row: R. B. Phillips, Ampro; 
Bert Willoughby, Ideal; Wells Alexander; 
Lucille South of Minneapolis, B. A. Aughin- 
baugh, Director of Visual Education, Ohio 
State Department of Education, Columbus. 
Back row; Ray Swank of St. Louis; Frank ° 
Archibald, Director, East Texas Visual In- 
struction Bureau, Kilgore; Jack Ralph of the 
National Film Board of Canada; William F. 
Kruse of Bell and Howell; and J. P. Nicholson 
of the U. S. Department of Agriculture, Wash- 
ington, D.C. 
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CASE HISTORY: 


Staff Reports on 


ponsor Programs in the Field 


METAL INDUSTRY: CARBIDE 

Sponsor: Carboloy Company, Inc. Film: Every 
day Miracles. Producer: Wilding Picture 
Productions, Inc. 

* Intended for 


and other luncheon groups; technical societies; 


such audiences as_ business 
and selected groups from industry, a 25-minute 
sound motion picture dramatizing the story 
of the metal—Carboloy 


world’s hardest 


cemented carbide—has recently been released 
by Carboloy Company, Inc., Detroit, Michigan 
Ihe picture, entitled Everyday Miracles, was 
Wilding 


Inc., in its Chicago studios with scenes shot on 


produced by Picture Productions, 


location at Carboloy’s main plant in Detroit. 


DEVELOPED FOR BROAD INTEREST APPEAI 


Although the film—in the words of E, (¢ 
Howell, Advertising 
Company—was 


Manager of Carboloy 
“designed to familiarize the 
users of the hard metal carbides with what has 
been done with these products to date, and to 
stimulate interest in their further application”, 
the treatment of the subject gives the film a 
much broader appeal. 

As the picture opens, a young couple are 
shown on a tour of a huge Chicago manufa 
turing plant. Eventually becoming separated 
from the rest of the group, the young couplk 
inadvertently wanders into the office of the 
company’s metallurgist. Here, as the young 
lady rests her tired feet, the metallurgist tells 
the young couple the story of the hard metal 
carbides—past, present and future—in a con 
vincing manner. The background of metallu 
gical testing apparatus in the laboratory adds 
to the effectiveness of the story. 


BACKGROUND ON THE PRODUCTION 


Direct 


spersed with voice-over treatment 


recording scenes are here inte 
with the 
metallurgist as narrator—so that the picture 
assumes a staccato tempo which lightens the 
presentation of the carbide story. This partic 
ular section, which contains the “meat” of 
the film, gives an impressionistic yet human 
interpretation of the growth and development 
of the various industrial methods which have 
been made possible by the adoption of carbide 
tools, dies, and other products, Depicted in a 
free-flowing series of montages and clever angle 
shots are the innovations in both products 
and manufacturing processes which have re 
sulted from applications of “the hardest metal 
known to science”. The picture ends on a pro 
phetic note as the metallurgist-narrator hints 
at a wide variety of applications for the hard 
metal carbides in years to come, especially 
in the field of consumer goods. 

Addison Richards, 


character actor, gives the needed touch of 
authenticity to the not-so-easy role of research 


veteran Hollywood 
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metallurgist who must tell an involved tech- 
nical story in a manner acceptable to both 
technical and non-technical people. ‘The young 
couple parts are pleasingly handled by a pair 
Beverly Taylor and 
both of whom are already at 
home in radio and television. George Cisar, 


of Chicago youngsters 


Les Podewell 


ex-night club master of ceremonies and Chica- 
go radio personality, injects several notes of 
broad comedy into the film as a not-too-bright 
plant guide. 

Distribution of 16 mm. prints of Everyday 
Miracles is being handled by Modern Talking 
Picture Service of New York City, 





Scene from “Buffet Time” new utility film. 


APPLIANCE MERCHANDISING 


Sponsor: Public Utilities (franchises) . Film: 
Buffet Producer: |. D. Wrather, 
Inc. 


lime, 


* Buffet Time, the first of a series of twelve 
films to be made by J. D. Wrather, Inc., Dallas 
and Hollywood producer, publicizing the use 
of electricity, has just been released in the 
16 mm field. Although several pictures on 
cooking and kitchen appliances have been 
produced in the past, Buffet Time contains 
several new features. 


Che first is the use of a copyrighted puppet 
known as Matchless Mike. He is used to carry 
the narrative through the theme of the pic- 
ture. He is one foot high, and sings, talks, 
and acts through the entire production. A 
nation-wide publicity campaign is ready to 
introduce this feature to the electricity using 
public of the United States. 


The next three films in this series are 
being prepared on subjects dealing with elec- 
trical cooking, post-war electrical equipment 


that will soon be available for homes, and 


new uses for frozen and dehydrated foods 
developed during the war by the Armed 
Forces. 

Buffet Time was made by Wrather for the 
electrical utilities of the United States on a 
franchise basis. Los Angeles’ Department of 
Water and Power has obtained the first fran- 
chise for the area of Los Angeles County. 
Other districts all over the country are now 
being franchised. 


TRAVEL and TRANSPORTATION 


Sponsor: New York, New Haven and Hartford 
R. R. Film: Let’s Go Skiing. Producer: 
Visual Arts Corporation. 

* Let's Go Skiing, latest addition to the 

New York, New Haven and Hartford Rail 

Road Company’s impressive library of motion 

pictures, has recently been completed for fall 

and winter distribution to schools and clubs 
in the New England and Middle Atlantic 
areas. 

A three reel picture, in Kodachrome, Let’s 
Go Skiing was produced by Visual Arts Cor- 
poration, written and directed by F. Herrick 
Herrick, under the supervision of S. A, Boyer, 
Assistant to the President of the New Haven. 
It features Ben Grauer of NBC as commen- 
tator and the March of Time orchestra play- 
ing an original Jack Shaindlin score. 


PROMOTES SKI SERVICE TRAINS 


Release of the picture this year, alter two 
years in production under difficult iocation 
conditions, coincides with New Faven’s re- 
sumption of service to skiers with the crack 
Snow Express and Snow Clipper one day 
round trip trains to the Berkshires, and the 
Eastern Slopes Express to North Conway and 
Ski Meister to Stowe, Mt. Mansfield and 
Franconia. Both the latter are week-end all 
Pullman services. Last year, after the pressure 
of troop train demands had slackened in 
mid-winter, the Snow Express was operated 
for a short time, but full service on all four 
trains will be resumed this winter, thus con- 
tinuing an old New Haven custom, for the 
New Haven originated the ski train in New 
York twelve years ago. 

Let's Go Skiing is a fast moving story of 
the famous New England skiing empire en- 
livened with displays of technique by cele- 


O pening sequence from film “Let’s Go Skiing.” 
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brated ski masters, both in standard and slow 
motion. After scenes in Grand Central Station 
and sequences showing New Haven’s modern 
coach and dining equipment used on the ski 
trains, the film winds up to a whirlwind finish 
in a ski race down Cannon Mountain, which 
is reminiscent of the great pre-war German 
and Swiss skiing films, but is even better in 
sparkling color. 


ADVERTISING PROMOTION 


Sponsor: New York Daily News. Film: Spot- 
light on the Middle Millions. 

* There is considerable furor these days in 
the advertising departments of New York’s 
“quality” newspapers, the Times, Herald-Trib- 
une, Sun, and World-Telegram. As one space 
salesman put it: “Every other day they get us 
in and give us a pep talk on how to counter- 
act the effects of that damn movie.” 

The movie in question is currently being 
seen by most top drawer ad men in New York 
at the Daily News Little Theatre in the News 
Building. Titled Spotlight on the Middle 
Millions and produced by the News photo- 
graphic staff, the 16mm Kodachrome film is 
designed to sell manufacturers and merchandi- 
sers of quality goods on using the Daily News 
to reach the “world’s greatest market, New 
York’s Middle Millions.” 

Frankly a straight selling picture, Spotlight 
on the Middle Millions pulls no punches in 
going after the “quality” appeal of the so- 
called “upper-class” newspapers. Based on an 
analysis of 210,000 customers of seven widely 
diversified businesses selling quality merchan- 
dise such as high priced shoes, motor cars and 
steamship cruises, the film is designed to prove 
the major importance of the middle income 
families as a source of business, The News’ 
point is that the most quality merchandise is 
bought by the most people, not just by the 
upper income bracket. Quoting from the film: 
“The merchant or manufacturer who does not 
appreciate the full significance of this basic 
merchandising principle and who fails to gear 
his own selling program to it is closing the 
door on his most lucrative source of increased 
volume.” 


Use Morion Pictures AND GLASS SLIDES 


The Daily News advertising department 
makes a thorough presentation of the film 
showing. Besides the motion picture, 214 by 
31% inch slides are projected to the accompani- 
ment of a specially prepared script angled and 
directed at each specific audience. Special 
copies of the Daily News containing the story 
of Spotlight on the Middle Millions are given 
to each audience. This serves to provide fact- 
ual data for future reference of material con- 
tained in the film. 

Most films produced for newspaper pub- 
lishers have been institutional in nature; Spot- 
light on the Middle Millions is one of the first 
straight selling pictures to be used by a news- 
paper. It is considered to have been very suc- 
cessful, both by the News, and, ruefully, by 
the News’ competitors! 


(RIGHT) COURTESY GENERAL ELECTRIC COMPANY 
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Film: Backbone of Television 


—As told to the Editors of Business Screen Magazine 


by Ralph B. Austrain, Vice-President, RKO Television Corp. 


Editor’s Note: Business ScreEN asked Ralph 
B. Austrian, executive vice-president of the 
RKO Television Corp. and a strong advocate 
of film programming for television, some of 
the reasons why he considers film will be the 
backbone of television. BUSINESS SCREEN asked 
Mr. Austrian three questions; his replies are 
printed below. 


1. What advantage do you think motion pic- 
ture programming for television actually has 
over “live” television? 

@ “The use of the motion picture for the 
presentation of a television program imme- 
diately frees the writer, dirctor and producer 
































































from the shackles of the live stage. A television 
program using live talent naturally faces many 
of the same restrictions which limit a stage 
production. All action at any given time is 
on a single set, or a group of simulated sets 
and because the action is continuous, the 
players are held to a single costume. Offstage 
action can only be referrd to, and not shown, 
unless an intermission is declared for a shift 
of scene and a change of costumes. 

With television there can be no between- 
the-acts intermission. An intermission on a 
television program—and its audience would 
promptly dial to another station, ‘True, a sys- 
tem of revolving stage sets, multiple cameras 


























god Splicing 


— MAKE SURE 
OF IT — WITH 


RISWOLD 


FILM 
SPLICERS 


The GRISWOLD gives you 
everything you want in a 
film splicer. It has exclusive 
design features that make 
splicing a fast, easy job and 
assure a clean, perfectly 
aligned splice right on a 
frame line every time. It is 
a sturdy precision-built in- 
strument, good for years of 
trouble-free service. 
GRISWOLD Splicers have 
long been first choice with 
makers and exhibitors of mo- 
tion pictures in the entertain- 
ment world who know the 
importance of good splicing 
to proper presentation and 
film preservation. It will pay 
you to follow their lead and 
use GRISWOLDS. 

















GRISWOLD Splicers come in 
models for all film sizes. All 
models splice both sound 
and silent films. Order from 
your Photo Supply Dealer or 
direct from us if he can't 


supply you. Descriptive 
folder on request. 








GRISWOLD 
MACHINE WORKS 


DEPT. A — 412 MAIN ST. 
PORT JEFFERSON, N. Y. 


























AUDIO-VISUAL PROJECTIONIST’S HANDBOOK 


Order your copy today of this illustrated, graphic 
manual of good showmanship and correct operation 
of all audio-visual equipment. $1.00 per copy from 


Business Screen, 157 E. Erie, Chicago 














Films in Television: 


(CONTINUED FROM THE PRECEDING PAGE) 
and quick costume changes might be em- 
ployed, but the technical complications would 
be enormous. At best, it would permit only a 
very few locale changes, but would continue 
to impose a multitude of restrictions on both 
writer and producer. ‘There can be no reverse 
shots for, naturally, there is no stopping the 
show and moving cameras and gear to a new 
set up. Live talent proponents are talking of 
as Many as Six Cameras On one set at one time. 
I am wondering how they propose lighting 
such a set. How do they propose to light the 
actors so they even approach the present 
motion picture lighting standards? 

“All of these handicaps and _ restrictions, 
however, are immediately removed when it is 
a film program. As for locale changes, the 
problem is most simple. Should the script 
call for an authentic street scene in Calcutta 
or Miami, a blizzard in Alaska, or a storm at 
sea, it would be available from existing ex- 
tensive film libraries. The players called for 
in the script would perform against the back- 
ground of such a scene in such a natural 
manner that to the television viewer it would 
all appear to be taken on location. When film 
is used, rather than live talent, this and hun- 
dreds of other proven motion picture devices 
can be employed to give the television pro 
gram producer practically limitless freedom 
of action. 

“One of the ever present dangers in live 
talent production is the ‘fluff’ or ‘blow-up’. 
rhis will ruin any dramatic performance on 
television. A stage wait—just a second—can 
snap the emotional thread of any show. A 
television director must cut his show as it goes 
on the air—push a wrong button—fade in the 
wrong scene—disaster. There has never been 
any substitute for pre-editing. Certainly no 
sane advertiser would trust to any demonstra- 
tion of his product before millions of pairs 
of eyes if there was the barest possibility of a 
slip. I actually saw a piece of non-breakable 
glass, bearing a nationally known trademark, 
break into a million pieces when it was sub 
jected to a hammer test. An incident like that 
could laugh a ten million dollar company out 
of business over night.” 


2. Do you think the “high cost” of films pro- 
duced for television will be a limiting factor 
to their wide-scale use in television? 

@ “I do not believe that programs on film, 
in order to be entertaining and good, neces- 
sarily have to be expensive beyond reason. 
Some radio programs today cost from $10,000 
to $25,000 for a thirty minute period. That's 
a range of from $300 to $800 a minute. We 
know good film shows can be made for that 
much, 

“Moreover, I don’t think advertisers today 
get nearly the circulation from their radio 
programs they should get because good radio 
programs are almost never repeated. I believe 
it will be perfectly possible and feasible to 
release a program over a ‘first-run’ group of 


television stations, and then release it at a 
later time to second and third run groups, 
thus any given locality can be thoroughly and 
completely covered. The Hooper rating will 
go well up and the ‘cost-per-thousand’ will go 
way down. The television industry can really 
learn a lot from the motion picture industry.” 


3. What about the lack of “immediacy” that 
live television has and films do not? 

@ “I don’t wish to create the impression that 
there should not be any live programs. Any 
event whose main attraction is uncertainty of 
the outcome, such as sporting events, would 
always be done best ‘in the flesh’. 

“You may have read recently that Bing 
Crosby hopes to transcribe all his future radio 
shows and do none as ‘live’ radio. I doubt 
very much if this would reduce the popularity 
of the Bing Crosby show on the air. 

“Every day as I come to my office in Radio 
City I see hundreds of people on line in all 
kinds of weather patiently waiting to get in- 
side Radio City Music Hall and see a picture 
which they know was completed several 
months ago. The people know the middle 
scenes were probably shot first and the first 
scenes last. Yet they line up to get in. Why? 
It'ssshowmanship, Television, like the motion 
picture, is showmanship by remote control. 

“For that reason I recommend the employ- 
ment of the motion picture to carry the public 
relations message, advertising, education and 
entertainment via television. I recommend 
the employment of the same medium that, 
through showmanship, has so successfully 
spread American culture and American ideas 
over the face of the entire globe.” 








Motion Pictures 
Filmstrips 
Visual Presentations 


KEY FILMS 


340 W. 47th St. New York 19, N. Y. 
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PRODUCTION UNIT 


Modern Studio, Lighting, Sound, Color 
Immediate high-fidelity playback 





Camera & sound men, well-equipped, 
artistically and scientifically skilled 





SPECIAL SERVICE: Difficult and unusual photog- 
raphy — microscopy — time-lapse — etc. Engineering. 


RO LAB Sandy Hook, Conn. 
Phone: Newton 581 


PIONEERS FOR MANY YEARS 
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¥%& = The “star” is the magneto shown in the inset. 


Eight men, plus a couple more who didn't squeeze in, 
were the production crew — director, cameramen, grips, 
electricians. Also involved were script writers, animating 


artists, cutters, optical effects men, and others. 


Stinting on skilled personnel is false economy. It's also 


asking for trouble. We operate with a sizable permanent 
staff of creative and technical people. 


Audio’s policy, we believe, is sound — to be big enough 


e to handle any job; to stay small enough to give personal 
nd e movies attention to every job. 


Send for “A Few Facts About Audio.” 





AUDIO PRODUCTIONS, INC. 


PRODUCERS OF SOUND MOTION PICTURES 


630 NINTH AVENUE, FILM CENTER BUILDING, NEW YORK 29. @. Fs 
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CASE HISTORY: training film high tribute to the accurate reproduction and 
effectiveness of the color used in the film. 
Dishwashing Dividends is more than an ex- 


Economics Laboratory won or ists tes desinet tbe 


morale builder and an attitude moulder. It 
4 4 depicts ideal working conditions and, by en- 
Industry Vervice Film dorsing them, impresses upon workers the 
fact that employers are seriously concerned 
* The Economics Laboratory of St. Paul, 
Minnesota is currently achieving wide dis 
tribution of an industry service color motion 
picture entitled, Dishwashing Dividends. Pro 
duced by the Pathescope Company of America, 
the film makes use of an interesting script and 
unusual photographic techniques to enliven a 
subject that could become dull with stereo 
typed treatment. It has been used successfully 
with varied groups, including public health 
officials, restaurant managers and restaurant 
employees. 
Because the subject of dishwashing has 
posed many perplexing problems, the Eco 
nomics Laboratory has attempted to help the 





restaurant industry by presenting solutions to 
many of the questions which have vexed the 
managers of dishroom operations. Dishwashing 


Typical sequence in “Dishwashing Dividends” 


Dividends is an educational film, completely with their comfort and welfare. It shows that 
free of advertising. From start to finish, the under the proper circumstances dishroom oc- 
only mention of the sponsor or the sponsor's cupations can be elevated—can, in spirit as well 
products is found in the title. This, of course, as in fact, be transformed from dishwasher 
has greatly facilitated its distribution and has to dish machine operator. 

been a major factor in its success, making it a Ihe film deals largely with methods, equip- 
desirable selection for conventions and meet ment and layouts for the model dishroom. 
ings. Audience reception has been enthusiastic. secause such techniques must necessarily be 
lestimonials received by the sponsor have paid characterized by cleanliness and sanitation, it 


has found popularity with public health 
groups, governmental agencies and organiza- 
tions of dietitians, stewards and caterers. 

Dishwashing Dividends has also been useful 
in training either new or old employees, Since 
every step of correct dishroom operation is 
shown, the picture is a good medium for teach- 
ing employees the how and why of their jobs. 

Without doubt, its greatest use consists of 
imparting information to management. Since 
it begins with busing and shows all the steps 
which follow in a model establishment, ex- 
ecutives find it useful as an ideal with which to 
compare the effectiveness and efficiency of their 
own methods. The most modern equipment, 
varying from such elaborate devices as electron- 
ically controlled washing compound dispens- 
ers to improvised presoaking trays, is shown 
throughout the film. Problems of positioning 
and space utilization are considered in detail. 
A summary of the material covered in the film 
has been prepared in booklet form. Among 
other things, it contains a checklist of one 
hundred sixty-nine ideas for managers who 
wish to investigate their own operations. 

Dishwashing Dividends brings to life the 
often neglected relationships between dish- 
washing and customer satisfaction, between 
dishwashing and public health, between dish- 
washing and employee happiness, and between 
dishwashing and managerial efficiency. 

- * + 

@ Three new Sportscopes, covering the fields 
of baseball, hunting, and golfing, have been 
released by Pictorial Films Inc., New York. 
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A new and exciting “tool” for visual education ... 


ons of outstanding classics on 





Complete, originally illustrated visualizati 


SLIDES and SLIDE FILMS in FULL COLOR 


2" x 2” Slides and 35mm. Slide Films 


i t, these 
in conception and treatment, 
PICTOREEL productions afford students the 


i izi iod costumes, 
rtunity of visualizing perio 
pose manners, as well as on 
and adventure of the stories emselve d 
gorgeous full color. Excellent for English litera 
| ture and history courses. 
} 


FINEST IN REEL ee ee ee ee a ie 






















IVANHOE TREASURE ISLAND THE THREE MUSKETEERS RIP VAN WINKLE 
. . by Sir Walter Scott. Highlights - . » by Robert Louis Stevenson. As ... by Alexandre Dumas. The . - . by Washington Irving. Adven- i 
of the story condensed into a fasci- Jim Hawkins relates his experiences, whole panorama of 17th Century tures of the world’s most famous | | 
nating educational production. the magic of the story is vividly France is captured in this exciting sleepyhead ... portrayed against an 
recreated. visualization. early American background. 








& ROBINSON CRUSOE ALICE IN WONDERLAND A CHRISTMAS CAROL KING ARTHUR 
_» « by Daniel Defoe. Beloved by Lewis Carroll. Exciting - « + by Charles Dickens. England - . . by Lord Tennyson. Here is the 
Crusoe and his man Friday learn a stories for children and adults of in the 1800's...the time when colorful court life of medieval Eng- 
new way of life on the tropical is- Alice's visits in imaginary lands. Scrooge learns the meaning of land under the rule of Arthur and 
land on which they are marooned. Christmas in this immortal classic. Se thrilling knights ef the Round 
able. 


AT YOUR DEALER, 














2” SB SO. cccve $15.75 35mm. Slidefilm 
Each Part ..... -..+$4.25 coccccec ce 
35mm. 2" x es 
Slidefilme Full Set Part 
AL! BABA AND 40 THIEVES ROBIN HOOD IVANHOE 


- « » from The Arabian Nights. A » « « from mythology. The medieval 
woodchopper overhears the password hero, Robin Hood, and his compan- 
to a cavern where forty thieves store jons, Little John, Friar Tuck, live 
their loot . . . and eventually be- again in this fascinating series. 
comes its owner. 
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THE THREE MUSKETEERS ee 
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ILLUSTRAVOX two-way training is 40% faster 


LLUSTRAVOX sound slidefilm 

equipment uses dramatic pictures 
and spoken words to focus full 
attention on your training message. 
Trainees learn 40% faster, remem- 
ber 25% longer! In all types of 
sales and production training, 
Illustravox is the one best way — 


least expensive, most effective! 


FACTS YOU SHOULD KNOW 


x pioneered sound slide 
1932 

pen field-proven 

erns 

made 75% 


»x has of all 


slidefilm equipment now in use 





Now is the time to lay the ground- 
work for the competitive days ahead. 
Plan to capture your share of the mar- 
ket with efficient, Illustravox-trained 
salesmen and dealers. Illustravox 


gets results—results that mean bet- 


ter business and greater profits. The | 


Magnavox Company, IIlustravox 


Div., Dept. BS-8, Ft. Wayne 4, Ind. | 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 
DIVISION OF THE 


aqnavox 
COMPANY ef FORT WAYNE 


MAKERS OF FINE RADIO-PHONOGRAPHS 





READ THE NEW AUDIO-VISUAL 


Every company using audio-visuals needs 
this illustrated manual on good show- 
manship. Shows how to put on a show, 


whether slidefilm or movies, threading 





PROJECTIONIST'S HANDBOOK 


and operation of all types of equipment, 
etc. Order your copy 
today. Only $1.00 from Business Screen, 
157 E. Erie, Chicago II. 


care of films, 
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@ Promotion for the expanded commer 


| cial production program at RKO Patut 


Inc. will be handled by ALFRED BUTTER 


FIELD, former news editor of Pathe News, 
it was announced in New York recently. 
Butterfield will also supervise publicity 
and advertising for Pathe News, This 
Is America and Sportscopes. 

A member of the War Activities Com 
mittee of the motion picture industry, 


Butterfield 


also served as special con 
| sultant to the Office of Strategic Services 
and the Office of War 


supervised motion picture-television cov 


Information. He 


erage of the 1944 political conventions 
for RKO 


the National Broadcasting Company. 


Felevision Corporation and 


Already at work on commercial films, 
RKO-Pathe 
studios at 
New 


announced 
106th 


Inc. has new 


St., 


Park Avenue and 


York, N.Y. 





TP HropvorE H. Marcovic 


Marcovic with Emil Velazco 
@ Tneovore H. 


. yew : 
joined the staff of Emit VeLazco, creator 


Marcovic has recently 
of film music, 1697 Broadway, New York, 
cutter. Mr. 
Mar 
covic, has had an interesting career in 


the film field. He took his B.S. degree 


as head editor and music 


Marcovic, better known as “Ted” 


at the University of Connecticut and, 


after graduate work at Columbia with 
Modern Art Film 
Pathe in 1937 as 
Here he 


newsreels, 


the Museum of 


Library, he joined 


assistant music director. cul 


music tracks for short sub 


jects and industrial pictures. The scope 


of his work covered one hundred and 
four newsreels a year and such outstand 
ing productions as This Is America, 


Sportscopes and Information Please. 
Speed being essential in this work, he 


established a new type of music film 


library based on more than one hun 


dred and fifty classifications for quick 
served in the 


half 


and editor 


make-up. Later he army 


for three and a vears as film pro 


ducer, director He directed 


subjects for Army-Navy Screen Magazine, 


edited all incoming combat film and 


selected material for staff film reports. 


Ted's most outstanding accomplish 





Pictures... 





ALFRED BUTTERFIELD 


ment is his method of cutting music 


tracks. This is a long way from the 
“horse and buggy” days of music cutting 
the old fashioned 


and does away with 


fade-out and fade-in which generally 
came at an open spot. 

By the new method, all action in a film 
is cued so that the music seems like a 
special score. This is accomplished by 
musical bridging or by cutting so that 
as one selection ends a new one begins 
music is continuous without 


and the 


breaks for the entire reel. 
Ted Westermann Heads 
N.Y. Sales for Sutherland 


@ Joun SuTHERLAND PropucTioNs, INC., 
Hollywood producers of entertainment 
the 
WESTER 


announced 
(Ted) 
MANN as sales manager with headquat 
ters at 522 Fifth Avenue, New York City. 

Mr. 


business film industry, has been engaged 


and business films, has 


appointment of T. H 


Westermann, well known in the 


in the writing, production and direction 
of motion pictures and slidefilms for the 
past eleven years. During the war he 
figured in the production of forty-one 
the Navy and Office of 


films for Army, 


Education. 


Sutherland Productions are now in 
work on live action and animated films 
in Technicolor for the National Carbon 
Company and a series of pictures for 
Procter and Gamble through Compton, 
Inc. advertising agency. 


r. Hi. WESTERMANN 


(TED) 
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tlins from Britain 


MAN ONE FAMILY 


Professors Huxley and Haldane discuss widely 
accepted beliefs on racial distinctions and em- 
phasize that many so-called national character- 
istics are common to all mankind thus refuting 
the theory of the master race. 








Direction and ‘Script... 

Production and Editing.... 

Scientific Advisors 
Professors Haldane and Huxley 


......lvor Montagu 
Bees « Sidney Cole 





TWO REELS 17 minutes 


Colonial Development Films 


CYPRUS IS AN ISLAND ACHIMOTA 








The real Cyprus is to be found in the villages and 
farms, where the people till the soil in the tra- 
ditional manner and only very gradually accept 
modern methods of agriculture. 


FATHER AND SON 


The introduction of modern ideas on agriculture, 
medical treatment and navigation is broadening 
the views of the African young people in spite of 
much opposition from their elders. 


A co-educational and residential college in West 
Africa whose aim is to add the benefits of 
Western civilization to the best of the African 
tradition. 


PARTNERS 


A partnership of the European with his skill and 
experience and the native African with his desire 
to help himself and his backward country is 
gradually meeting the needs of East Africa. 


Patter of Britain Films 


WE OF THE WEST RIDING 


The people of Yorkshire at work and at play. 
These solid industrial workers take a personal 
pride inthe production of their factories and in the 
beauty of the hills and moors outside their towns. 


FENLANDS 


The history of East Anglia’s marshlands from their 
original reclamation by Dutch engineers to their 
present day status as a first class agricultural area. 


All 16 mm. Sound Films for sale or rent at the 
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by Donald M. Hatfield* 
BOOK WAS PUBLISHED, recent 
A ly, entitled Anyone Can 
Paint. By the same token, 
it might be assumed that anyone 
can write a motion picture script 
Might be? It is assumed more 
often than you might think. Those 
of us in the commercial film field, 
on the writing end, are being 
made more and more aware that 
ours is not really a profession at 
all! Any ad man, anyone who ever 
took a short story course in col 
lege, the client’s cousin from Tur 
lock—they will all tell you that 
script writing is simply an exten 
sion of ad copy, short story writ 
ing, or high school themes. A few 
new terms, that’s all. They will 
not only tell you, they will insist 
upon writing the script, and will 
advance apparently sound argu 
ments for so insisting. 

Ihe advertising agency, through 
its account executive, will say, 
“This is an advertising film. We 
know advertising, so we should 
“We know 
what the account wants; we have 


write the script.” Or, 


a copy writer with whom the a 
count is well-satished. He will 
write the script.” And when no 
agency is involved, chances are 
the client will have someone in 
his organization who has done 
some writing. Reasoning that it 
requires years of study and fa 
miliarity with his product to do 
an adequate job on the script, 
he will insist his man write it. 


Script Writers [HINK IN PICTURES 

Now, on the surface, these are 
sound arguments. One might as- 
sume that a slight rewrite job, a 
little polishing here and there, 
would take care of any lacks in 
the script as it comes to the pro- 
ducing company. I submit, how 
ever, that this is dangerously fal- 
lacious on two counts. In the first 
place, the writer with little or no 
experience in the visual medium 
is accustomed to thinking in terms 
of words, not in terms of pictures. 
Consequently, the story is pre- 
sented verbally, with the suggest- 
ed visuals bearing the same re- 
lation to that story as they do 
in a magazine article. If such a 
script is allowed to go through 
production (and far too many 
are), the client receives, not a 
motion picture, but a story, with 
pictures. 


* Executive staff. Photo and Sound, Inc 
San Francisco, Calif. 
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On Writing the Commercial Script 


Well, you may say, why isn’t 
it perfectly feasible for the pro- 
fessional screen writer to lay out 
the visuals to fit? It is, except for 
two things—if he is to do a job 
that is at all adequate, he must 
spend practically as much time 
on research as if he had prepared 
the original script. He must study 
the problem, the product, or the 
plant in order to evaluate the 
visual material, and arrange it 
in the best possible continuity. 
\lso, a “verbal” script is organ- 
ized with the continuity in the 
narration, when it should be in 
the visual. Attempting to pattern 
the visual sequence after the ver- 
bal sequence leads either to a 
jumpy, disconnected motion pic- 
ture, albeit with a smooth narra- 


tion, or to a parallel effect, that 
forces the audience to divide its 
attention equally between the 
picture and the sound. Obvious- 
ly, neither is satisfactory. 


PROFESSIONALS SHOULD WRITE 

As a case in point, agency X, 
with the best of intentions, wrote 
the script for a general institu- 
tional motion picture. While I 
have no way of knowing how 
much time was devoted to the 
preparation of that script, | do 
know that the additional research 
and rewrite time required before 
production could begin — very 
nearly equalled the time that 
would have been necessary had 
the writing job been handled 
completely by the producer. To 
top it off, the finished job on 
the script was not good, mainly 
because the writer was obliged 


FILMS for 
IVDUSTRY 


ATOMIC 
ENERGY 


By means of animated drawings. the fission of uranium 


nuclei, which results in the release of atomic energy. can 


be explained so that school children can understand this 


phenomena. 


Loucks and Norling, producers of the well known series of 
animated films on Electronics for the U. S. Office of Edu- 


cation, are now animating the explanation of the atom’s 


composition and showing how the atom can be broken 


down. This will be a film everybody will want to see. 


Animation 


cartoon. technical and special effect 


is only 


one of the many services of these studios that have set a 


high standard for the film industry. 


Loucks: RORLING 


“> 


2453 WEST S35 TH ST. 


ICTURES . 


a af 


Wy 
NEW YORK CITY 
+ SINCE 1923 





to work over someone else’s ideas. 
In consequence, agency, client and 
producer were far from satisfied 
with the finished motion picture. 
Subsequent jobs were turned over 
to the producer in the beginning, 
with mutually satisfactory results. 

On the second count, when the 
client’s technical expert writes 
the script, the material is not only 
mainly verbal, it tends to be far 
too technical for the audience it 
is designed to influence. All of 
us, I am sure, have seen films 
that roll along about two feet 
over our heads—even films that 
are designed for school children. 
Nine times out of ten, these are 
films based on scripts prepared 
by a technical expert, or by a 
writer who had such an expert 
breathing down his neck during 
the writing. 

Firms Must Be VISUALIZED 

What it amounts to is this— 

1. A motion picture, if it is to 
accomplish its purpose—the vis- 
ual presentation of a_ process, 
product or idea—must be based 
on visual thinking, all the way 
through its development. 

2. The pictorial continuity is 
fundamental, the narrative con- 
tinuity is serves 
merely to amplify or clarify the 


secondary—it 


sequence of images on the screen. 

3. The practicing script writer 
is accustomed to thinking in 
terms of visuals—he can be trust- 
ed to gear the production to the 
audience, and to make fullest 
use of the visual material avail- 
able. 

4. When an agency is involved 
in the production of a motion 
picture, agency and account alike 
would be far better satisfied with 
the finished job if that agency 
devoted its time and energy to 
the contribution it can make in 
supplying the accurate factual 
material so essential to good pro- 
duction, and in “steering” the 
over-all thinking in a direction 
compatible with the general ad- 
vertising policy. 

PicTURES ARE SPECIALIZED BUSINESS 

The motion picture is a rel- 
atively new medium in advertis- 
ing and public relations. There 
are bound to be many false starts 
and a certain amount of backing 
and filling. However, the sooner 
we come to a realization of the 
fact that it is a specialized busi- 
ness, from script to completed 
film, the sooner it will achieve 
the stature of a full-fledged in- 
dustry. 
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(These and other books may be 
obtained from Business Screen on 


receipt of check with order.) 


The Preparation and Use of Vis- 
ual Aids by Kenneth B. Haas and 
Harry Q. Packer. Prentice-Hall 
New York, 1946, $4.00. 

@ This volume, 
for this month, 
just about every type of 


new scheduled 


release discusses 
a visual 
aid that can be used in a training 
situation. Emphasis has been 
placed on where to find, how to 
and these 


aids. Chapters on motion pictures, 


prepare, how to use 
slidefilms, training slides, opaque 
projectors, maps, charts, diagrams, 
television, and 
models indicate the scope of the 
volume. 


posters, manuals, 
I'wo appendices, one on 
sources of printed training aids, 
and the other on sources of visual 
aids, complete the comprehensive 
treatment of the subject. 

The authors have had a wide 
background in education and 
training. Dr. Haas is now Retail 
Training Director of Montgomery 
Ward Co. He several 
years as field representative of the 
Business Education Service, U.S: 
Office of Education. Mr. Packer, 
State Director Distributive 
Education in Virginia, is 
of four uni- 
where he conducts 
courses on the preparation and 
use of visual aids. 


served for 


of 
West 
also a staff member 


versities, 


Phis is an important volume in 
the field, 
used by 


and can be profitably 


anyone concerned with 


visual education or training. 


BOOK -OF-THE-MONTH 
for VISUAL EXECUTIVES 


The Art of The Motion Picture 





by Jean Benoit-Levy. Coward- 
McCann. New York 1946. 
@ For all of those who make or 


buy commercial motion pictures, 
this new volume by the Director 
of Films and Visual Education for 
the United Nations, will be a 
stimulating and ennobling read- 
ing experience. M. Benoit-Levy 
cuts through the mass of ballyhoo 
and intellectual vacuity too often 
associated with the making of 
man’s most significant instrument 
of communication and unfolds the 
bright, hard simplicity of what 
should be and what is not in the 
making of informational motion 
pictures. 


The volume covers the entire 
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motion field, entertain- 
information, and education, 
but of most interest to makers o1 
users of business films is the 


liantly The 


picture 
ment, 


bril- 
done section on Pio- 
motional Film. 

Benoit-Levy points out that the 
promotional or business film had 
the picture 
vitality and anima- 
tion to what was inanimate. “In- 
dustrial films,” he 
lated to and 
have the end—to convince. 
This similarity of aims should be 
accompanied by a similarity in 


technique, 


its origins in 


that it 


poster, 
gave 
says, “are re- 
educational films 


same 


characterized by clar- 
ity of thought and beauty of form. 
The film should afford real enter- 
tainment. 
“Unfortunately, the making ol 
this type of film has too olten 
been left in the 
petents s 


hands of incom- 
. It is not enough mere- 
ly to have a take a 


such a 


cameraman 
With 
for example, 
black, 
The photographer 
would have succeeded i 


few yards of film. 


method, a machine, 


would come out as a grey, 
or white spot. 
captur- 
ing only the shape of the machine, 
not its soul.” 

Phe dicta of capturing the soul 
of things, and not just the shape, 
should be in the minds of every- 
one who has anything to do with 
commercial films. ‘The medium is 
too rich, the prospects too noble, 
for the field to tolerate mediocrity. 
A GRAPHIC PICTORIAL 
ON SOUND a la Hollywood 


Okay for y for Sound, Edited by Fred- 
eric Thrasher. Duell, Sloan, and 
Pierce. New York 1946. 

@ This profusely illustrated vol- 
ume is a non-critical review of the 
influence of sound upon motion 
pictures during the last twenty 
years, “the new era in motion 
that Will Hays ushered 
in when he spoke from the screen 


pictures,” 


in the Don Juan premiere in 
1926. The author, professor of 
Education at New York Univer- 


the early 
experiments and development of 
sound, then traces this 
through the cycles of pro- 
duction—the gangster film, the 
musical, the revamped classic, the 
best seller—which 


sity, dramatizes briefly 
develop- 


ment 


have mirrored 
American life and helped make 
motion pictures big business. A 
struck 
FORTY-ONE) 


behind-the-scenes note is 


(CONTINUED ON PAGI 











choose a DA-LITE sercen 
FU THE NEW CHALLENGER 


sturdy, the offers 


greater convenience and finer light reflective qualities than have 


Trim, smart in appearance new Challenger 


ever before been available in a portable screen! 
for 


where portability is so important. 


It is just the screen 


sales presentations, conventions, and small training centers 


A new smartly-designed Octagon 
Case provides better protection for the screen fabric and adds years 
“Slide-A-Matic” 
external locking devices; new Ridge-Top legs assure greater sta- 
bility. 


Don’t be satisfied with average presentations 


of life to the screen. locking eliminates bothersome 


The new Challenger meets all the needs of industrial users. 
make them impres- 


sive—use a Challenger! 


THE NEW MODEL B 


This 


new Da-Lite hanging 


HANGING 


aaa screen has also been improved 


ros rou 
| WALL OR TRIPOD CaHLING 


has the 


throughout. It same 


distinctive Octagon Case and 
finer Glass-Beaded fabr ic as the 
Challenger. It is ideal for sales 
rooms and auditoriums where 
a more permanent type of in- 


stallation is needed. 





These are only two of the many new Da-Lite screens which 


are available now at your dealer’s. You are invited to ask 


demonstration and them with other 


Be 


famous electrically-operated Elec- 


for a compare 


any 


screens. sure to see also the 










trol for large conference halls and 


small theaters. Write for further 


information to Dept. 6B. 


i 
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CAMERA EYE 


@ Roughly half of U.S. 


ing agencies buy and 


advertis 
supervist 
motion pictures, slide films, and 
film strips for their clients, a sur 
vey completed by ADVERTISING 
\ce, newspaper of advertising 
marketing, discloses. 

The survey was conducted 
among advertising agencies and 
national advertisers with an an 
nual budget of $100,000 or ove 
to uncover cost relationships be 
tween advertisers and agencies on 
specialized Services provided by 
the latter to its clients. 

Only 


national advertisers reporting ip 


about one fifth of the 
the survey stated that they use 
their agencies for this type of 
service. A smaller number of agen 
cies reported that they actually 
direct and produce commercial 
motion pictures, slide films, and 
film strips. Compensation prac 
tices vary 


between fee basis and 


cost plus filteen pel cent, 


* * * 
Hartley’s Home Remodeling 
Becomes Unique Film Project 
* Two years ago Irving Hartley, 


head of Hartley Productions, In¢ 
New York, 


Greenwich, Connecticut. It was 


bought a house in 
an average family home, the sort 
of house which had great possi 
bilities but needed considerabl 
alteration to make it the home 
the Hartleys had planned it to 
be. 

\s building materials were in 
very short supply and labor was 
impossible to obtain, and becaus« 
Mr. and Mrs. Hartley had pretty 
definite ideas of what they wanted 
to do, “fixing up the house” be 
came a personal family project 
Mr. and Mrs. Hartley determined 
to buy their own materials and 
do the work on the house them 
selves. 

No major alterations were con 
templated, just 
which 


certain 
make the 
much more attractive and com 
fortable. 


changes 
would house 
The Hartleys planned 
to do the work on holidays and 
in the evenings, taking their time 
to comple te the job. 

After work had progressed for 
a few weeks and things began to 
show signs of improvement in the 
house, one of the Hartleys’ friends, 
an executive of the Pittsburgh 
Plate Glass Company, happened 


to visit struck 


them and was 
by the idea that 


story of the 


this personal 
Hartleys and their 


40 


Items of 


Unusual Feature Interest 


From the News of the Past Month 


home would make an interesting 
film story, 

So, for the past two years the 
have been 


Hartleys “fixing up 


the house” and a careful film 
record has been kept of each al 
teration and redecoration. 

The complete film is now al 
most ready for release. Titled We 
Decorate Our Home, the 


reel Kodachrome film will be a 


three 


fall presentation of the Pittsburgh 
Plate Glass Company. 

Mrs. Hartley, 
Home shows 


Xs narrated by 
We Decorate Ow 
various ways to dress up an ave 


a house through the use of 


on 
common easily obtainable mate 


rials like 


ods of treating old dirty wood su 


paint and glass. Meth 


faces to make them attractive, and 


such “tricks” as using mirrors 


behind radiators to achieve more 


satisfactory heating are but a few 
of the nuggets of home decora- 
tion lore contained in the film. 
Present plans call for distribu- 
tion by the company to schools 
and clubs, Women’s clubs, espe- 
cially, should be interested in the 
picture. It is rumored that Tt 
Woman's Home ComMPANION is 
planning a story on the Hartleys’ 
home which should supply some 
good advance publicity for the 


film. 


* * . 


Current March of Time Shows 


Principles of Atom Splitting 


@ A three dimensional pictorial 
description of the elementary 
principles of atom splitting, using 
special motion picture photogra- 
phy, is a feature of the current 
March ol 


Power, now bei 


Time film Atomue 
shown. The 
film, 


ftom, made in the 


1g 
section is from a 
Splitting the 


two-reel 





= 


T. 














e Distinctive Films 


e For Specific Purposes 


e By Outstanding Personnel 


est 


PATHESCOPE PRODUCTIONS 


COMPANY O F 


THE PATHESCOPE 


i914 


AMERICA, IN 


580 FIFTH AVENUE, NEW YORK 19, N.Y. 


Philips Research Laboratories in 
Holland during the German oc- 
cupation. 

The Dutch atom film, practi- 
cally produced under the noses 
of the Nazis, was brought over to 
the New York office of Philips 
Export after the 
At the time it was being 


Corporation 
war. 
made, the Laboratory staff had 
no way of knowing of the work 
being done on the atom in this 
country, 

As the Laboratories were not 
heavily damaged by two R.A.F. 
bombings of the plant, full scale 
research projects are now being 
undertaken. 

* . * 
British 


Now on Equal Rental Basis 


Informational Films 


@ Effective October 1, British 
Information Service 16 mm films 
will be available on loan at serv- 
ice charges of $1.00 per reel, with 
a maximum charge of $5.00 even 
when the subject exceeds five 
Color films will be rented 
at $1.50 per reel. 


reels. 


The new rates are calculated to 
be in accordance with peace-time 
scales current in the field. 

A new scale of sales prices also 
comes into force with single reel- 
ers available at $22.00 and two- 
B.1.S. offices in 
New York, Washington, Chicago, 
Boston, 


reelers at $37.50. 
Houston, Los Angeles, 
San Francisco, and Seattle, will 
continue to handle the films as 
will many commercial distribu- 
tors. 

New October in- 
clude: Man One Family, a discus- 


releases for 


sion of the master race theory; 
Children On Trial, dealing with 
juvenile delinquency in Britain; 
Father and Son, a story set in the 
African colonies; and Children’s 
Charter, 


new educational act. 
* . . 


dealing with Britain’s 


“Industrial Air Power” Shows 
Uses of Compressed Air 

@ Our Industrial Air Power 1s 
the tithe of a new educational 
film on the many industrial uses 
of compressed air which is avail- 
able for showing before students, 


engineering societies and other 
groups. 
Among the sequences con- 


tained in this 25 minute, 16mm 
sound-color film are: Fundamen- 
tals of Air Compression, Proper- 
ties of Com pressed Air, How 
Different Types of Compressors 
Work and How Compressed An 
is Used. 
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ATA 
C. Hecker, 


utive manager of the 


Safety 


€XEC- 


recetves 


Bill Ganz 
{ward from Guy 


Association. 


American Transit Association 
Honors Veteran Film Producer 
@ The American Transit 
tion paid homage in New York 
on August 30 “ 


Associa- 


for his outstanding 
contribution to the cause of high- 
way safety”, to the producer of 
the widely acclaimed traffic safety 
film, Jt’s Wanton Murder, 


has been seen by 16 million per- 


which 
sons throughout the United 
States, Puerto Rico and 
Hawaii since its release in May. 
Recipient of the Association's 
special award was William J. 
Ganz, of New York City. He was 
presented the plaque at 


Canada, 


lunch- 
eon at the Uptown Club by Guy 
C. Hecker, 
the Association. 
in the 


executive manager of 
Only once before 
64-year history of the As- 
sociation has a special award been 
made to an individual. This was 
noted writer 
and journalist, at the annual 
meeting earlier this year. 

Mr. Hecker 
markable 
the film was 


public is 


Lowell Thomas, 


said that the re- 


record of showings ot 
that the 
about the 
trafhc 
film is meet- 


evidence 
concerned 
increase in accl- 
dents and that the 


pe St-wal 


ing perfectly the demand for an 
educational with entertain- 
Striking evidence of 
said, is the fact that 


film 
ment value. 
this, he 
theaters in such cities 
as Trenton, N. J., Philadelphia, 
Washington, D.C., and Birming- 
ham, Ala. are now using the film. 


hrst-run 


The film is available without 
charge from local transit compa- 
nies in each city. It is supplied 


as a community service for show- 
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Bookshelf 


CONTINUED FROM PAGE rHIRTY-NINI 


with chapters on the technical 
aspects of motion picture making 
and exhibiting. 

Of particular interest to indus- 
trial film users is Thrasher’s dis- 
cussion of the role that industrial, 
sales promotional, and education- 
al films have come to play on the 
curent motion picture scene. He 
states, tritely enough, that the po- 
tentialities of the motion picture, 
have 


especially in education, 


hardly been seen, let alone devel- 


oped, but that the field is tre 
mendous. 
recognize that 


Thrasher does 


sound, or its absence, can be 
drama, as well as interpret drama. 
Fight For 


Life as an example of the effective 


He cites Pare Lorentz’ 
dramatic use of sound to convey 


emotion, feeling. Unfortunately, 


there isn’t enough of such discus 
sion in the book, and too much of 
the “this is a motion picture, it 
has sound, it’s wonderful” 


kind of thing. 


peace, 
\ chapter on “Free Speech and 
Free Screen,” which evidently is 
intended to bring the volume to 
a close on a rarefied plateau ol 
social significance, only intensifies 
the impression that Thrasher is 


peering at Hollywood through 


rose-colored glasses. The disarm 
ing naiveté that can produce such 
lines as “The movies had spoken 


out against social injustice and 


had dared to present controvei 
sial issues. “They had olten risked 
box-office slumps to expose the un 
pleasant side of American life,” is 
almost too much for strong men 
Anothe 


to stomach. statement 


“the films have done than 
fight built 


a deeper understanding of Ameri- 


more 


alien isms, they have 
can ideals,” is more a statement 
of what Hollywood should be do- 
ing that a resumé of what it has 


done. 


ings by theaters, civic, fraternal 
and welfare 


organizations, grade 


schools, high schools and colleges, 
labor unions, veterans groups, 
churches, clubs and others. 

It’s Wanton Murder tells the 
tragic story of an army veteran 
several cam 


who came through 


paigns without a scratch, reestab- 


lished himself in business, mar- 


ried happily, and on a routine 
drive to his office was killed by a 
trafhc 

beat the 


signal jumper who tried 


red light. 
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Richard T. Borden in a scene from one of the Borden & Busse series. 


[7] Time to Put the SELL 
= J Back into Selling! 


with BORDEN & BUSSE 
SALES TRAINING FILMS 


* TYPICAL SOUND MOTION PICTURES AVAILABLE - 
1. MAKING A SALES PRESENTATION STAY PRESENTED—Th ir- 


ty-minute talking motion picture dramatizing the four-step 
organization formula: HO-HUM! WHY BRING THAT UP? FOR 
INSTANCE! SO WHAT? Also dramatizes the principle: SERVE 
A COURSE DINNER NOT GOULASH! 


HOW TO WIN A SALES ARGUMENT—Veteran salesmen or the 
rawest recruits find in this 30-minute sound film the proved 
method to prevent arguments that usually stand in the way of 
the order. 


HOW TO MAKE YOUR SALES STORY SELL—the “eyes” have 


it in this film. Borden and Busse made it to teach Salesmen to 
t ‘‘George”’ 


bo 


a 


sell himself . . . with proper direction, of course. 


HOW TO REMEMBER NAMES AND FACES— The most impor- 
tant thing in the world to Mr. is Mr. Prospect. This 
film teaches your man how to remember Mr. Prospect's name. 


5. THE AUTOPSY OF A LOST SALE— The logical convincing 
character of this talking picture by Borden and Busse makes an 
impressive demonstration in the art of modern selling. 


> 


Prospect, 


These and other films are available now for your sales 
training program. Write today for full information, rates 
and descriptive literature. 






HEADQUARTERS 
9 Rockefeller Plaza 
New York 20, New York 


mODERY 

TALKING 
PICTURE 
SERVICE 


MIDWESTERN OFFICE: 
142 E. Ontario St., 
Chicago 11, Illinois 
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MODERN TALKING 
PICTURE SERVICE, INC. 
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Increased Eye-Appeal for 
Natco’s New Sound Projector 

@ A new 16mm sound projector 
announced by 


model has been 


Narco Inc, of Chicago,model 
3015, a streamlined and improved 
“¢ ae: In 


creased eve appeal, and structural 


version of the model 












































changes that conform to the im 
proved eye-appeal are features of 
the projector. 

Model 3015 


desirable 


retains all of the 
model “G” 
threading, 


features ol 
film 


and fine 


such as simple 


effortless service, sound 
quality. In addition, all function 
ally tested features of the model 
“G” are retained in model 3015 


These include direct sound scan 





| ning, independent floating idler 
that 

film tension on sound drum, and 
that 


rollers maintain equalized 


a cooling system provides 


cool operation even with a 1200 


watt projection lamp. 
Improvements feature increased 
eye appeal—affording greater user 
incentive—and in structural chang 
needs of 


The 


housed 


es that conform to the 
the improved eve 
S015 


in a streamlined red morocco lea 


appeal. 
model projector is 
therette case, and the speaker is 
built into a matching case. Both 
cases have the rounded contour 
corners, Structural changes con 
sist of a full-depth main-mount 
ing panel, improved mounting of 
all components into the case, and 
a new easily removable back 
cover. 

Model 3015 is also equipped 
with a 25 watt amplifier, thus in 
suring ample sound for the audi 
torium. 

Natco’s new 16 mm 


jector, model 3015, is 


sound pro 
shown be 


low; see de scription above. 


























































































Impro’s new 2” x 2” 


slidefilm 


| hor c)} 


slide 


and projector, 


Faster Operation Highlights 
Ampro’s Slide Projector 


@ A new 2”x 2” slide projector, 
called 
by AmMPpRO CorRPORATION of Chica 


\MPROSLIDE, is presented 


go, Important — basic 


improve- 
ments, it is said, stamp this pro- 
jector as a postwar model long- 
awaited by cine fans. 

Easier, faster Operation is em- 
phasized, the result of a new 
automatic snap-action, self-center- 
ing slide changer. Developed by 
this slide 


\mpro technicians, 


changer is said to embody patent- 


ed features that instanta- 
hair-line perfect 
alignment of slides on the screen, 
and the 


assure 
neous focus, 
interchanging of glass 
ready without re- 
focusing. It can be operated with 
one hand, and the fingers need 
never touch the slide surface. 
Additional is saved by the 
convenient case that quickly lifts 


and mounts 


time 


off for easy accessibility and by a 
new up-and-down tilting device. 

Ihe manufacturer believes that 
these features of simplified opera- 
tion have tremendous sales possi- 
bilities, For the company points 
out that 
film 


persons showing slide 
usually have to talk contin- 


uously, explaining the scenes, 
and thus want to be free of dis- 
tracting operating details. 

Other features of this 


new slide projector are: F 3:5 


salient 


”” 


lens, 5 
focal length with convenient knob 


anastigmat projection 
for hair-line focusing, new con- 
denser design that combines max- 
imum brilliance with cooler op- 
eration, 300 watts of uniform light 
with effective heat dissipation and 
minimum light loss, and pointer 
aperture to permit use of pointer 
with slides. 


MAURER ANNOUNCES NEW 16MM PROFESSIONAL CAMERA 


@ The new Maurer silent profes 


sional 16mm camera, which 


Semi-Annual 
Conference of the Society of Mo- 


was 
introduced to the 


tion Picture Engineers last spring 


(Business ScrEEN, Issue Four, 
Volume Seven) , is now coming off 
the production line in increased 
quantities and deliveries are be- 
ing made regularly by J]. A. MAurR- 
, of Long Island City, N.Y. 


The new camera embodies sev- 


ER, ING 


eral features which are unusual 
in 16mm _ professional equipment 
and others which have been re 
designed for increased operational 
efficiency. 

laking a 200 foot, 400 foot on 
1200 foot 


Maurer camera operates either by 


motor or spring drive, utilizing 


vear instead of belt. 


either forward o1 


take-up without the necessity of 


changing a belt and 


vreatecr case 


double magazine, the 
This enables 
backward film 


facilitates 


in creating effects in 


the camera. Either single or dou- 
ble perforated film may be used. 

Standard equipment on_ the 
new Maurer (originally  an- 
nounced as optional) is a dissolv- 
ing shutter with a maximum open- 
ing of 235° which gives an ex- 
posure of 1/50 second, Fades and 
dissolves of any length may be 
made manually by the controlla- 


ble shutter opening. 


The Maurer 16 mm. camera. 





Eastman’s 16 sound Koda- 
scope is shown above in its new 
dress of black Kodadur. 


mm. 


Two New Cases Now House 
Eastman’s Kodascope 


@ The “FS-10-N,” Kodak’s 16 
mm Sound Kodascope is now 
making its appearance in new 


dress—two convenient, smartly en- 
gineered units, instead of one. 

and 
carrying ease, the new cases now 
hold—one, the speaker unit, fifty 


Designed for versatility 


feet of cable on Cordomatic reel, 
1600 foot take-up reel, spare pro- 
jection and exciter lamps and 
fuse, power cord, and oiling out- 
fit .. . and, in the other case, the 
projector itself plus the reel arms. 

Case one —the speaker unit — 
weighs 


And 


weighs 
§ 


approximately 25 Ibs. 


case two, the projector, 
approximately 47 Ibs. 
black 


Both cases are finished in 
boar-grain Kodadur. 





(Above) Three Dimension Model 
DP 300 described below. 


Three Dimension Announces 
New Slidefilm Projector 
@ Turee DIMENSION COMPANY, 
500 North Dearborn Street, Chi- 
cago 10, Illinois is announcing its 
new 2”x slide and slide-film 
projector, the MopEL pp 300, It 
is claimed to have several greatly 
advanced improvements in design 
which make for easier and more 
efficient operation. 

With this unit, changing from 


slidefilms to slides takes only 2 


or 


(CONTINUED ON PAGE FIFTY-THREE) 
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(Above) Birds-eye view of National Industries (Natco) Chicago plant. 


Automatic Billboard Projector 
Made by Picture Recording Co. 
@ Chicago's Picture Recording Com- 
pany has a 1000-watt Automatic Bill 
board Projector, tested on a main-trav- 
elled road west of Milwaukee last year, 
which is now being installed in Wauke- 
sha, Wis. to be used as a demonstra- 
tion unit for several of the large auto 
mobile manufacturers who have shown 
great interest in the program. The pro- 
jector has 16 pictures in a_ patented 
glass disc, with a picture change being 
accomplished every 614 seconds. A pro- 
jection lamp, made especially for Pic- 
ture Recording, has a 200 hour life, 
although tests have been made which 
double the rated lamp life by using an 
efficient cooling system. 

An adjustable Inter-Matic time switch 
controls the operation of the unit dur- 
ing any desired period of the day or 
night. The projector is equipped with 
a Wollensak coated lens, and can handle 
focal lengths of 3, 4, 5 or 7 inches. When 
used as an outdoor Billboard Projector, 
it is housed in a waterproof metal case 
containing pre-heating units to insure 
proper operation regardless of weather 
conditions. Tests have been made prov- 


ing successful operation in temperatures 


lutomatic Billboard Projector 
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from 135 degrees F. to 50 degrees below 
zero. 

Picture Recording Company is also 
showing a store type display cabinet, 
with a screen size of 18 inches by 24 
inches, and an overall height of 614 
feet. The cabinet contains a Model 70 
projector with a 750-watt lamp. An 
interesting merchandising angle with 
this product is the fact that Picture 
Recording Company has equipped 100 
Health Spot Shoe Shops with these 
store projectors, each containing a vis- 


ual program in kodachrome 





—_> 


New Radiant “EC” Screen 


Radiant Announces a New 
“EC” Wall and Ceiling Screen 
@ Continuing research for better pro 
jection facilities is exemplified again 
in the new Radiant “EC” wall and 
ceiling screen developed by the Radiant 
Manufacturing Corp., Chicago. The 
screen, designed for showings to large 
audiences in auditoriums, institutions, 
gymnasiums, churches, clubs, industrial 
plants, conventions, and hotels, is avail 
able in eight sizes, from 6’x®8 to 
12’ x 12’. 

The new “EC” has seven advanced 
features, according to the manufacturer: 
1) either wall, ceiling, or tripod in 
stallation; 2) hanger brackets; 3) heavy 
duty, spring roller; 4) dustproof metal 
housing; 5) reinforced metal end caps; 
6) duocolor combination; and 7) bal 
anced pull cord plus glass-beaded Hy 


Flect screen fabric. 








THE MODERN 
PROJECTORS 


For Visual Presentations 


More and more of America’s leading business firms are 
using SVE slide and filmstrip projectors for their sales and 
training programs. They have found that a good projector 
is the first requirement for an effective presentation, and 
so they "look to SVE” for the best in projection equipment. 
The 300 WATT MODELS meet every need for smooth 
showings — bright, sharp screen images, faultless opera- 
tion — the AK for showing 2” x 2” black and white or 
Kodachrome slides, or the Model G for single-frame 


filmstrips. 


There is also the 300 watt 
SVE Tri-Purpose projec- 
tor which projects single 
frame filmstrips, double- 
frame filmstrips, and 2” x 


2” slides. 





These modern projectors are light, portable, and simple 
to operate — SVE quality products that will always serve 
you well. There is a wide choice of objective lenses to 
meet your needs. Available for prompt delivery. Ask for 
complete projector catalogs. 


The proper projector model to meet the requirements for your 
particular filmstrips, sound slidefilms, or 2” x 2" Kodachrome 
slides can be supplied by your Industrial Film Producer. Ask 
us for the name of the Producer nearest you. 


SOCIETY FOR VISUAL EDUCATION, Nc. 


A Business Corporation 


100 EAST OHIO STREET . CHICAGO 11, ILLINOIS 



















































































PROGRAM PICTURES of the Month 


@ Six French educational and docu 
mentary shorts wil be released early in 
October by A. F. Films, Inc., New York 
branch of Les Actualites Francaises 
Second in a series of French films 
being distributed in the U.S., all the 
new shorts were produced in France 
during the past year and will be avail 
able in either English or French narra 
tion on 16mm 
Rosalind Kossoff director of Al 
Films, Inc., has announced the follow 
ing titles for the October release 
The Sunken Fleet—ome reel show 
the careful and precise underwater work 
necessary for raising the sunken French 
merchant marine 
The Glass Bel on reel an enacted 
hlm on the causes of fascism, designed 
for audience discussion 
Caverns Measureless To Man—two reels 


the first motion picture camera record 


of the new science of speleology—the 
exploration ot caverns § and abysses 
beneath the service of the earth 

The Devil's Needles—two reels, the ad 
venture of scaling the ftamous sheer 


rocky clills of the \lps Ed. Not 
This film should have great appeal to 
the many thousands who have recently 
read the excellent new novel The W/ 
Tower. It will be interesting to see if 
some tie-up can be arranged.) 
Rouad—The Island Of Crusaders—om 
reel, visiting among the people of this 
tiny island oft the coast of Syria w 
still retain the working habits and cus 
toms of the time of the Crusaders 
Mecca—two reels, the first photographic 
record of the yearly pilgrimage to Mecca 
filmed by a Moslem cameraman who 
received special permission to do so 
> > >. 

RKO Pathe Films Idaho 
Demonstration for Pathfinder 
e The celebration of Know Your Own 
Strength week in Nampa, Idaho is the 
subject of an RKO Pathe production for 
Pathfinder Magazine, currently being 
photographed under the direction of 
John DeMott in Nampa 

Determined to prove the strength of 
the small town market in the pattern of 
a nation’s business, the town of Nampa 
is holding a week-long demonstration of 
nationally advertised merchandise, with 
the assistance of national manufacturers 
and Pathfinder Magazine 

Recording the story in film form 
RKO Pathe is producing a_two-reel 
documentary subject for subsequent ex 
hibition to business men and advertisers 
throughout the country 


Pictorial Signs Contract to 

Distribute Nu-Atlas Shorts 

@ Picroriac Fitms, Inc., New York 
City has recently signed a contract with 
Nu-Atlas Films of New York producers 
of musical short subjects for RKO re 
lease. Under this contract Pictorial pur 
chased exclusive world-wide distribution 
rights to 23 one-reel musical films which 


they plan to release under their Home 
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New Short Subjects Available 
For Current Film Programming 


Movie PICTOREEL line in 16mm to-use steps for successful training. This 


black-and-white new ten minute film takes the pattern 
Pictorial has also signed a separate already in use in military and industrial 

contract for the exclusive world-wide training and applies it specifically to fit 

distribution of the same one-reel shorts, the needs of retailing 

on 35mm., with Excelsior Pictures Cor Ihe four step plan is shown in opera 

poration, New York tion from the stock room to the office 
[hese pictures will be released dun as used by a manager, his assistant 

ing the fall season and complete listings and a salesgirl. Its adaptability to any 


, : 
will be made known at that time training situation anywhere is demon- 


. . 7 strated and the need for this type of 
New Slidefilm Announced planned training is pointed up by a 
to Aid Job Instruction 


@ To help businessmen, and especially job instruction. 


sequence showing the results of faulty 


retailers, cut down on the waste of time, How to Teach a Job is now ready for 
money and talent that comes from poor distribution. Further details about this 
job instruction, the business magazine film may be secured from the Visual 
Syndicate Stor Merchandiser, has pro Training Division of the Syndicate 
Store Merchandiser, 79 Madison Avenue, 


Teach a Job presenting four easy New York 16, New York 


duced a 35mm _ sound-slide film, How 





WITH YOUR 
PRODUCTION DEMANDS 


USE THE PROVED TRAINING MEDIUM 


MOTION 
PICTURES 


No matter how detailed or technical your problem, 
PHOTO & SOUND is prepared to reproduce it for 
you, in color or black-and-white, at an overall cost 





which you can readily fit into your training budget. 
What they SEE they will keep! 
What they HEAR they will remember! 
& 
FOLLOW THE LEAD OF THESE PROGRESSIVE INDUSTRIES: 


Pacific Gas & Electric Company 
Leslie Salt Company Cutter Laboratories 
The Paraffine Companies Besler Corporation 


and many others 


PHOTO & SOUND, INC. 


141 New Montgomery = San Francisco 5 





New Employee Relations Film 
Shown at Canadian Press Dinner 
@ The press dinner held by A. J. 
Freiman Ltd., Ottawa’s largest depart 
ment store, in honour of Fashion Week, 
was the occasion for a premier showing 
of their new employees motion picture— 
Life at Freiman’s. Produced by CRAWLEY 
Firms, Ottawa, in 16mm sound and 
colour, this short is claimed to create 
a Canadian precedent for Employee 
Relations in the retail field. 

The film graphically demonstrates to 
the new employee what opportunities 
are available in the store by giving 
actual case histories of employees who 
have successfully advanced within the 
organization. The store's personnel 
director states that already, through the 
use of the film in training classes, the 
new employee is leaving the training 
department with an entirely different 
outlook towards her job and the part 


she has to play within the organization 


> * * 





TECHNICAL: B & H Engi- 
neers Design Tolerance Eqpt. 











@ Add to your list of incidental in 
telligence the new ball-grading machine 
designed by Bell and Howell engineers 
and used at that company’s Lincoln 
wood plant. The machine sorts and 
grades the tiny steel balls used in bear 
ings on B & H projectors, and is accurate 
to within the amazing tolerance of 
00002 

Although the balls are graded to close 
tolerances before delivery to B & H, 
company engineers have insisted on even 
closer measurements in order to effect 
maximum uniformity among all the 
balls used in any one bearing assembly. 

Before being placed in the grading 
machine, each group of balls gets fou 
successive cleaning baths, to remove 
any trace of oil or other foreign mat 
ter which might cause erroneous meas 
urement. Upon being placed in the glass 
enclosed grading machine and _ sorted 
the balls are guided into numbered 
chutes, the ends of which are connec 
ted to glass vials by means of flexible 
tubes. The various vials are carefully 
labeled, and their contents kept sepa 
rate, so that only balls of the same 
size are used in assembling any one 
bearing. Following grading, the balls 
are re-lubricated with high-grade acid 
free oil, and the vials then are sealed 


and marked with the size numbers 





SITUATION WANTED 


Film distribution executive with 
16 years experience, last five 
years with Army Pictorial Serv 
ice, desires appointment with 
national distributor. During war 
designed, organized and super- 
vised system of 83 Army film 
and equipment exchanges with 
highest record of performance. 
West coast preferred 


Write Box 83 
BUSINESS SCREEN 
157 E. Erie St., Chicago 11 
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Swift Releases “Red Wagon” 
for General Public Showing 
@ “Red Wagon,” a 16 mm. full 
color motion picture of the life of 
Gustavus Franklin Swift and the 
development of the meat industry, 
1as been released for public show- 
ings by Swift and Company. 
Over 150,000 Swift employes 
and their families saw the original 
feature length picture, a 45 min- 
ute sound version of which has 
been edited for public showings. 
John Whitney, Hollywood lead- 
ing man, plays “Stave” Swift, Cape 
Cod farmboy who pioneered in 
bringing Western dressed beef to 
Eastern markets via the first re- 
frigerator cars. His bride, Ann 
Higgins, is played by Barbara 
Woodell, of Broadway and Holly- 
wood. These two head a cast of 
16 feature players and nearly 100 
extras who required 500 costume 
changes and 30 sets to portray the 
period of industrial expansion 
and the opening of the west in 
the 19th century. 


International Council Holds 3rd 
Visual Education Workshop 

@ The Third Annual Workshop 
in Visual Education, sponsored by 
the Department of Visual Educa- 
tion of the International Council 
of Religious Education, was held 


at Green Lake, Wis., September 2 | 
to 7. About 250 people partici- | 
pated, representing all of the ma- | 


jor Protestant denominations in 
this country together with repre- 
sentatives from Canada, England, 
and Australia. 


Reports were giv en of progress 


in getting audio-visual equipment 


and materials into the 250,000 | 


churches of this country, and the 
churches of Canada, England, and 
the Orient. 

O. H. Coelln, Editor and Pub- 
lisher of Business SCREEN, ad- 
dressed the Workshop on Indus- 
trial Films. 

Film Counselors Open N.Y. 
Advisory Agency for Sponsors 
@ Offering a film advisory serv- 
ice to manufacturers, advertising 
agencies and public relations 
firms, Fitm COUNSELLORS, consult- 
ants on films for industry, has 
opened offices at 366 Madison 
Ave., New York City. 

The new organization does not 
undertake the actual production 
of films, but offers three major 
services: surveys to study the pos- 
sible application of films to an 
advertising or training problem; 
supervision of film production; 
and film distribution and utiliza- 
tion planning. 
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SOUND PRINTING 





WITHOUT CONTACT! 


16MM. SOUND PRINTING demands the utmost in refinement 
of apparatus and care in handling. The rate of film travel through 
the 16mm. projector is such that high quality reproduction from 
sound prints depends on resolution —the transfer of the negative 
image to the positive sound track with a minimum of loss. 


PRECISION solves this problem by printing from negative to posi- 
tive, using the optical method. There is no contact — and no danger 
of slippage — between the two films. As a result, the high frequen- 
cies of the original are preserved and the sound is clear and crisp. 
In addition, all sound tracks are printed as a separate operation, as- 
suring individual attention and superlative results. We have spe- 
cialized in this medium since 1937, using equipment designed and 
built particularly for us by J. A. Maurer, Inc. 


16mm. Color or Black and White 
Duplicates—from 16mm. or 35mm. 


PRECISION 


FILM LABORATORIES 
A Division of J. A. Maurer, Inc. 
21 West 46 Street, New York 19, New York 
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And at LOW COST —with 


MOVIE - MITE 


16 mm. Sound-on-Film Projector 
PORTABLE—Weighs only 27} Ibs. complete. 


Single case contains: Movie-Mite 16 mm. 
sound projector, desk top screen, speaker, 
cords, take-up reel . . . and still has ample 
space for spare lamps, etc. 


Extremely compact; only slightly larger 
than a portable typewriter; approximately 
8x12x15 inches in size. Ideal for small group 
showings. Larger size standard screens may 
be used for larger groups. 


STANDARD FEATURES—Plainly marked film 
path makes threading easy. Only one mov- 
ing part need be operated in entire thread- 
ing. Show can be on screen in less than 
three minutes. 


One electric plug completes all connections 
to projector. Cords, permanently wired to 
speaker, cannot be lost. 


Reel capacity 2000 ft. Reel arms slip into 
accurate sockets .. . Fast power rewind... 
Adjustable tilt . . . Quickly adjusted framing 
device . . . Utilizes a single, inexpensive 
standard projection lamp for both picture 
and sound projection. No separate exciter 
lamp necessary . . . case of durable ply- 
wood . .. Leatherette covered . . . Universal 
A.C. or D.C. 105-120 volt operation .. . no 
converter necessary. Mechanism cushioned 
on live rubber mounts for smooth, quiet oper- 
ation . . . entire unit made of best quality 
materials and precision machined parts. 


See your Industrial Film Producer 
for demonstration and delivery information 
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1103 EAST I5TH ST. 





A Truly Mechanical BRIEF CASE for Your Salesmen, Now! 





Write for 
Interesting 
Folder 


“It Makes 
Sense” 


V7] ) \AOVIE-MITE CORPORATION@—387 
2 / ORPORATIONB 38: 


KANSAS CITY 6, MISSOURI 











TELEVISION DEVELOPMENTS: 


DuMont Recorder for Audio and Video 


ELEVISION HAS LONG NEEDED 
a system of recording for fu- 
ture use both audio and 


video portions of television broad- 
cast. 

While transcriptions have 
readily provided a simple method 
of radio 


disc 
sound recording, the 
filming 
the video portion has been con- 
siderably more difficult to achieve: 
to get shadow detail on the film 


problem of successfully 


light intensity had to be increased 
to such a point that highlights 
became extremely fuzzy; film used 

first experiments had not sufh- 
cient resolution to yield quality 
results; and available 
eras were not too well adaptable 


l6mm cam- 


to television transcription use. 

After three intensive 
research and development, Du- 
Mont engineer Harry C. Milhol- 
land believes that he has most of 
these licked, and Du- 
Mont Laboratories, Inc. has _ be- 
gun tooling for production of the 
telerecorder with expectation of 
placing some on the market by the 
latter part of 1947. 


years of 


obstacles 


TI ELERECORDER FOR LIVE SHOWS 

Several incidental usages of the 
new machine present themselves 
at first consideration: (1) an exact 
record of what a station has tele- 
vised for use as an aid against 
possible charges of violations of 
FCC regulations or breach of con- 
tract with advertisers; (2) pro- 
motional material for sales of tele- 
vision time and 
(3) a film record for sponsors and 
their agencies for sales promotion 
and publicity use, 

But probably the most impor- 
tant use to which the Du Mont 
system will be adapted is the 
recording of live shows for net- 
work broadcasts. With wide-scale 
VHF 
transmission still several years off 
the Du Mont telerecorder 
to offer a good method of making 
network television possible in ad- 
dition 


by broadcasters; 


coaxial cable of television 


is said 


to the televising of direct 
photographed motion pictures. 
BusINess SCREEN asked Mr. Mil- 
holland if he considered television 
film transcription to have any ad- 
vantage direct 


over a photo- 


graphed motion picture especially 
produced for television use. 
“We estimate the cost of a suit- 
able program produced on film 
for television use at a minimum of 
about five 


dollars per foot”, Mr. 
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Harry C, 


Milholland declared, “ 


the same show as liv 
film record 


that 


with a 


fraction of cost, 

















MILHOLLAND 


We can do 
e television 
for a mere 
and at the 


same time get equal production, 





audio and video quality for re-use 
as a network show.” 
The saving in cost 
result principally from the elimi- 
nation of film editing and optical 
which are done electroni- 


seems to 


effects, 
cally during the show by the tele- 
Where the motion 
picture must be processed, cut, 
edited, rerecorded and 
effects added before a final print 
is available, the television film 
recording need only be processed 
and is then available for immedi- 
ate use, Actually, 
film need only be processed once 


vision director. 


recorded, 


if necessary, the 


to negative for rush use such as in 
a rebroadcast of a spot news item, 
for the polarity of the iconoscope 
may be reversed in televising from 
film, 

screen 


thus producing a_ positive 

image. However, this 
method does not produce opti- 
mum quality and fine grain posi- 


BUSINESS 


pecializing en 


...complete production of sound motion 
picture films . . for industry and education 


... recording studio, editing and laboratory 
facilities..for other film producers and 
photographic departments of other industries 


... superior 16mm duplicates with or without 
optical effects . . black and white or color 


... full information upon request 


“Vhe CALVIN Co. 


1lOS EAST 


5 TH 


ST..KANSAS CITY 6,MO. 








tives will ordinarily be used. 

The Du Mont telerecorder con- 
sists of two specially built 16mm 
each focussig on moni- 
a video 
operator located at a control con- 
sole two cameras. 
Each camera is capable of record- 
ing thirty minutes of television 
broadcast. Only one will be used 
at a time, but the second will be 
available for immediate use as 
a switchover in case of mechanical 
failure more 
than two feet of recorded film. 

One controls the 
mechanical operation and reload- 
ing of the two cameras. A sound 
man, meanwhile, is recording the 
film which can be 
used for a repeat broadcast in 
sync with the video film or re- 
corded onto a positive print con- 
taining both sight and sound. 

While it is doubtful if the tele- 
recorder will completely revolu- 
tionize existing systems of tele- 
vision network programming and 
the use of direct photographed 
motion pictures, it will probably 
be a most valuable accessory to 
telestations and a great help to 
television sponsors. 


cameras, 
tor tubes controlled by 


between the 


with a loss of no 


cameraman 


broadcast on 


Electrical Workers Release 
Political Action Film 


@ A better America through in- 
telligent political action operating 
through Democratic methods is 
the theme of Deadline for Action, 
a 40 min. 16 mm. sound film show- 
ing the role labor can play in 
building a better Congress, which 
was released by United Electrical 
Workers, CIO, this month. 

The film tells the story of Bill 
Turner, a union man facing the 
first postwar year, his share in 
labor's progress and the threats to 
that progress represented by a re- 
actionary Congress. 

The larger issues of the film will 
be brought into close relations 
with local elections by trailers giv- 
ing the local 
candidates. 


voting records of 


DeVry Prexy Is Low Score 
Winner at Golf Tourney 


@ W. C. (Britt) DeVry, Presi- 
dent of DeVry CorPoORATION, 
dropped an eagle three on the 
tough par-five 18th hole at Chica- 
go's Nordic Hills Country Club, 
August 31, and walked off with 
top honors in DeVry’s annual golt 
tournament. Bill's tally of 76 was 
low in the eight foursomes that 


participated in the meet. 
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Men Who Make Pictures. . . 





@ Rosert B. Westey, President of 
\tlas Educational Film Co., Oak Park, 
(llinois, has announced the addition of 
hree new members to the key personnel 
of the company. 
fom Persons with a record of 35 years 
in the motion picture industry has joined 
\tlas as Director of Photography. Per- 
sons has specialized for more than ten 
years in commercial motion pictures, 
after extensive experience in theatrical 
production. Before entering the com- 
mercial field, he spent considerable time 
as film cutter for Walter Wanger and 
was associated with various other west 
coast studios in production management. 

In addition to a number of years spent 
operating his own picture business, Per- 
sons has served as studio manager for 
leading business film producers. 
C. Henry NATHAN has joined the Crea 
tive Staff at Atlas, bringing with him a 
wide background of experience as 
writer and director. In addition to 
motion picture, newspaper and publicity 
work, Nathan has written numerous 
radio shows, along with directing and 
acting while associated with National 
Broadcasting Company, Columbia Broad 
casting System and Mutual. During the 
war, he served for nearly four years as 
Inspector of Naval Material with the 
U. S. Navy. 

With Bachelor's and Master's degrees 
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Robert Wesley, President of 
Atlas Educational Film Co. 


Journalism and Speech from North- 


western University, Nathan has engaged 
and actor, in summer stock, community 
and little theater organizations. In radio, 
he has been associated with such shows 
Irrent, Ma Perkins, Woman in 
White, Backstage Wife, Curtain 


sonalities, Wings of Destiny, 


scores of slidefilm and motion picture 


users, is now Art Director at Atlas, and 
in charge of all animation. Formerly 
executive in charge of animation at Bur- 
ton Holmes Films at the beginning of 
the war, he left that company to go back 
into business for himself. He has had 
25 years of experience in the art field, 
most of it in commercial films. 

While operating his own commercial 
art studio, Gilbertson specialized in art 
and layout for booklets, manuals, and 
various visual materials for training 
programs, including slidefilms. He will 
have a large part in development of 
the new Atlas policy to provide a com 
plete service for clients in planning 
sales training and product promotion 
programs. In addition to films to im- 
plement these programs, Atlas will cre- 
ate and develop additional visual and 
functional tools, such as manuals, meet- 
ing guides, charts, etc., the appropriate 
media in each case depending upon 


analysis of client objectives. 


Former Radio, Ad Executive 
Joins Simmel-Meservey 
@ Lr. Cot. DoucLas Meservey, General 
Staff Corps, U.S.A., and former radio 
and advertising executive, has joined 
SIMMEL Meservey, of Beverly Hills, 
California, producers of educational 
films and recordings. 

Colonel Meservey served as Military 
Governor of Bremen, Germany, follow 
ing duty in Africa, Italy, England, and 


France. Prior to his Army service, he 





was deputy director of the OWI Domestic 
Radio Bureau, program executive of the 
National Broadcasting Company, and 
advertising manager for DuPont Cello- 
phane. 

His decorations include the Bronze 
Star, Army Commendation Ribbon, and 
Croix de Guerre, and he has been recom- 
mended for the Silver Star and Legion 
of Merit. Col. Meservey is a graduate of 
Stanford University and studied law at 
Harvard Law School. 


Willis Brott Named to Head 
Eddie Albert Sales Offices 


@ Establishment of a national sales 
organization headed by W1LLIs H. Brorrt, 
with key offices in Chicago, New York, 
and Washington, D.C., is being initiated 
for Eppie ALBERT Propuctions, REMY 
Hupson, president, announced recently. 

Brott today assumed the new post of 
vice-president in charge of sales for the 
Albert company after resigning as gen 
eral salesmanager for the Armour Re 
search Corporation in Chicago. 

Albert also announced that it has 
contracted to produce an_ industrial 
featurette for A. T. & T., through 
its affiliate Bil and Cora Baird. The 
film will employ Baird marionettes, and 
will be made in New York. 

> * >. 
@ Read the new Audio-Visual Pro 
jectionist's Handbook. Illustrated man 
ual on good showmanship only $1.00 
per copy from BUSINESS SCREEN, 157 
E. Erie, Chicago (11). 








With 5” Anastigmat Lens 
Without case $77.50 
With case $86.00 
(Coated lens $6.00 extra) 


1946 


THE D.P. 300 


PRICE 








PROJECTOR 


For 2”x 2” Slides and Slidefilms 


Engineered by an organization with 18 years of 
experience in the visual education equipment 
field, the new DP 300 Projector sets a new 
standard of quality and simplicity in projection. 
See your Visual Education Dealer or write for 


descriptive circular No. 95. 











Eastman Kodak Announces 

New Color Film Stock 

@ <A new color film stock was 
announced last 
man Kodak Co. at the 55th An 


Photog 


month by East 


nual Convention of the 


raphers’ Association of America 
in Chicago 

Known as Kodak Ektachrome 
Film, the new sheet film 1s in 
tended for simple processing by 
the photographer himself in his 
own workroom. Developed dur 
ing the war for the armed forces, 
general announcement and distri 
bution of the film were delayed 
until the developers normally r« 
quired for colo processing could 
be perfected to a point where they 
would be as safe to handle as on 


dinary black-and-white developer 


* * * 


Railroad Men Gather 
For Ski Film Premier 
% Six 
tives, recently gathered at Bret 
ton Woods, New Hampshire, for 


hundred railroad execu- 


a confab, witnessed the premiet 
showing of The Snow Train, a 
two reel color film produced by 
Visual Arts Corporation for the 
Boston and Maine Railroad 
Photographed in various win 
ter resorts throughout uppel New 
England, The Snow Train was 
selected from many thousands of 
feet of ski scenes and presents 
some of the best winter skiing 
footage ever made in color. The 
Snow Train’s photography was 
by Boston and Maine’s own staff 
on the spot for production by F. 


Herrick Herrick. Narration is by 
John Griggs of CBS, 


* - > 
New Sure-Fit Motion Picture 
Produced by Eshbaugh 
@ How to choose and fit slip 
covers is the theme of the Sure 
Fit Products Company's new mo 
tion picture Ready Made Mag 
Narrated by Alois Havrilla and 
filmed in Kodachrome by Tep 
Srupios, New York, 
Ready Made Megic features love 


ESHBAUGH 


ly Frances Woodward as a house- 
wile confronted with the problem 
of how to dress up her living 
room. Her visit to a Sure-Fit deal 
cr illustrates how to pick slip 
covers that fit all styles of furni 
ture and the varieties of colors 
and materials available in the 
Sure-Fit line. Othe 


show how to fit slip covers to tur 


sequences 


niture correctly, 

Ready Made Magic was intro 
duced to 700 members of the 
furnishing trade and press at a 
business luncheon last month. 
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Capital Film Productions 


224 Abbott Road 
East Lansing, Michigan 


Producers of custom designed commercial, 
educational and industrial motion pictures 
and slide films. 























RADIANT 


PROJECTION 
LAMPS 


iz 
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RADIANT LAMP CORPORATION 


300 Jelliff Ave., Newark 8, N. J. 


PROJECTION « SPOTLIGHT - FLOODLIGHT ~ EXCITER » MOTION PICTURE PRODUCTION 








Edward C. Logelin, Jr., U.S. Steel 
public relations staff member, who 
has been named Director of Pub- 
lic Relations, U.S. Steel Chicago 
area subsidiaries, 


U.S. Steel Names Logelin 

as Public Relations Executive 
@ Edward C. Logelin, Jr., U.S. 
Steel public relations staff mem- 
ber who has aided in production 
of the company’s motion pictures, 
including Behind the Annual Re 
port, which pioneered in present- 
ing statistical data in dramatic 
form, was named director of pub- 
lic relations, U.S. Steel subsidia- 
ries, Chicago district, last month. 
Arthur C. Wilby, 
who was elected Vice President, 
U.S. Steel Corporation of Dela- 
ware. 


He succeeds 


Logelin has been principal as- 
sistant to J. Carlisle MacDonald, 
Assistant to Chairman of the 
Board, U.S. Steel Corporation 
since 1943. He has been with U.S. 
Steel since 1930 when he began 
in the advertising department of 
Universal Atlas Cement Co. 


* * * 
SMPE to Grant Awards for 
Achivement in Sound 
@ The award of seven citations 
to individuals, equipment firms, 
and motion picture producers fon 
outstanding achievement in the 
field of motion picture sound will 
be one of the highlights of the 
sixtieth semi-annual convention of 
the Society of Motion Picture En- 
gineers in Hollywood, California, 
October 21 to 25. 

The citations will be presented 
at a dinner-dance in the Califor- 
nia Room of the Hotel Roosevelt 
October 23, and will be made in 
celebration of the twentieth an- 
niversary of sound. 

A get-together luncheon will 
open the convention Monday, Oc- 
tober 21, with an outstanding 
figure in the motion picture in- 
dustry, yet to be named, speaking. 
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RETAIL STORE TRAINING 


Michigan Retail 
Institute Program 


* The Michigan Retail Institute is a recent 
addition to the growing list of organizations 
using sound slidefilms in the retail training 
field. Capital Film Productions of East Lan- 
sing, Michigan, has produced a 30-minute 
feature for the Institute designed to present 
more forcefully to high school youth the op- 
portunities awaiting them in selling, non- 
selling and executive positions in retail stores. 
In this film, Otis F. Cook, managing director 
of the Institute, believes that he has found 
the solution to the problem of getting stu- 
dents to assimilate and remember a substan- 
tial portion of the matter dealing with retail- 
ing when presented orally. 

The subject is titled We Choose Retailing. 
Shortly before its premiere showing, it was 
the subject of an article in the American 
Vocational Journal, which resulted immedi- 
ately in a large number of requests for loan, 
rental and purchase from high schools, col- 
leges and state departments of education in 
practically every state in the nation. At pres- 
ent, 25 copies of the film are working daily 
and a lengthy waiting list is rapidly growing. 

We Choose Retailing was prepared with the 


aid of the Michigan State Board of Control 
for Vocational Education and J]. R. Hunter 
of Capital Film Productions, and is a true, 
unbiased, factual presentation in sufficient 
detail to meet the objectives set. It presents 
graphically the opportunities for both men 
and women in retailing, and is designed to 
hold the interest of the student, the high 
school faculty, parent groups, service clubs 
and chambers of commerce. It has a definite 
place in occupation classes, homemaking and 
social studies courses. 

A personnel department interview in We 
Choose Retailing presents an opportunity for 
an employment manager to discuss specific 
job opportunities for beginners in retailing, 
and offers a natural opening for charting the 
line of promotion from initial jobs to posi- 
tions of responsibility. The film takes the 
high school students behind the scenes in 
retailing and helps them to plan their futures 
as a store executive expands his remarks to 
include many other phases of the industry, 
in addition to department stores. 

The film answers many questions: How 
important is retailing? What advantages does 
retailing offer one? What are the promotional 
opportunities? What are the qualifications 
for success in the field? What training should 
one have, and what will he get on the job? 
Where does one start? Is it always necessary 
to have sales experience to succeed? Are re- 


tailers interested in an employee's success? Is 


it possible to plan a step-by-step career in 
retailing? 

Phroughout the film the “Harrison Com 
pany” is simply representative of a typical, 
well-operated department store in a typical 
American community of medium size. Scenes 
were photographed in 26 stores in eight vil 
lages, towns and cities in Michigan; the Hai 
rison store is the composite result, None ol 
the stores, departments or street scenes ts 
identified. 

This visual material has been so planned 
and produced that it can either be integrated 
with any training program the retailer may 
now have or be made the basis of such a pro 
gram—by the building up of additional policy 
material as established by the employer him 
self. The series of five soundfilms and records 
sell for $150. (FOB Detroit) including the 
instructor’s manual. 


ECONOMICS FOR THE LAYMAN 


@ Economics, a Graphic Outline, a_ basi 
film tracing the economy of mankind from its 
cave-man phase to the present day, is to be 
released this month by Philip Ragan Asso 
ciates Inc. Philadelphia, Pa, Sponsored by 
Standard Oil Company, (N.J.), the film traces 
man’s economic development through barter, 
the introduction of money, and the industrial 
revolution to the present. At every stage ol 
development, the individual is shown as the 


heart of the economic system. 





FONDA FILM PROCESSING 
EQUIPMENT DIVISION 











Now Made by a Leader in 
STAINLESS STEEL Fabrication 


Corrosion-resistant stainless steel is a “must” in 
developing machine construction. And Solar has 
been a leader in the fabrication of hard-to-work 
stainless steel for 15 years... your assurance 
of expert workmanship. 


PLUS 3 ADDED ADVANTAGES: (1) Patented Fonda 
driving principle providing automatic film ten- 
sion. (2) Almost any speed range. (3) Processes 
any type film...35mm, 16mm, color, black and 
white, positive, negative, reversal or microfilm. 


Seas as= 













SALES OFFICE: 8460 SANTA MONICA BLVD., LOS 
ANGELES 46, CALIFORNIA - FACTORY: SAN DIEGO 


STAINLESS PRODUCTS 
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Md-Scofre Piles in 
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A NATIONAL ORGANIZATION 


QUALIFIED BY PROFESSIONAL EXPERIENCE 


PRODUCERS 
OF 


INDUSTRIAL AND EDUCATIONAL FILMS 


Inquiries Invited 


1209 TAFT BLDG. * 


HOLLYWOOD 28 °¢ 


CALIFORNIA 


Telephone HOllywood 8298 








Your Picture...Your Music! 


You are justly proud of your picture. Why not 


be proud of its music? Make it all yours with orig- 


inal music composed for your particular needs. 


The value you can add in appeal and audience 


interest is far greater than its cost. A little more 


than film library material, yes, but the result is a 


distinguished production and it is 


T 
—-' 


‘all yours.” 


PROOF FOR THE ASKING 
A simple request on your company letterhead 
will bring a 16mm sound print of recent Vel- 


| aszco “originals” from leading business films. 
LOOK, LISTEN, DECIDE 





1697 Broadway, New York 19 


_VELAZCO 


Phone: Circle 7-5097 











Executives of the Victor Animatograph Corporation and some of its distributors who 


served on discussion panels at the Victor conference in Chicago last month are shown 
above. Left to right: C, A. Evers; 8. G. Rose; H. C. Grubbs; W. H. Utz; E. H. Stevens, 


Standing, left to right: L. 


C. M. Hadden, and H. O. Jones. 


Victor Holds National 
Distributors Sales Meeting 

@ Only seventeen per cent of the 
350,000 U.S. public schools own projec 
tors, and on a classroom basis, only six 
per cent are equipped, A. J. MCCLELLAND 
of Victor Animatograph Corp., Daven- 
over 100 


from all parts of the nation at a Victor 


port, Iowa, told distributors 
convention 
Hotel Continental, following 
the NAVED convention. 


rhere is practically no limit to the 


distributors’ August 8 at 


Chicago's 


growth of the 16mm field, McClelland 
stated, pointing to the industrial field 
with its 2,800,000 large and small plants, 
institutional markets, 


and the various 


other than education and religion, the 
entertainment field, social agencies, the 
home market, and others. 

“Don't 13,000,000 G.I. 


l6mm motion 


forget that 
Joes know the value of 
pictures,” he said, “Ours is an indus 
try with a future.” 

LincoLtn V. Burrows, director of dis 
tribution for Victor, serving as chair- 


man for the conference, told the meet- 


ing that the 16mm. industry was be 
coming big business; that there were 
rich, untapped markets. He urged a 


close study of the various fields open 


to the industry's products and the 
proper exploitation of the markets. 

The convention gave a standing ova- 
tion to ALEXANDER F. Victor, president 
and founder of the corporation, follow- 


Rose, 


executive vice president, who praised 


ing his presentation by S. G. 
him for contributing so greatly to the 
development of the industry. 

Lew Day, advertising manager of the 
corporation, disclosed plans for largely 
increased advertising and general pro- 
motion many 


expenditures, including 


new dealer and _ distributor helps. 
Others on the program who discussed 


specific problems and sales promotion 


V. Burrows; Arthur Zeiller; W. E. Kellogg; R. 
Lewis Day; Eldon Imhoff; Govind R. Amonkar; A. J. McClelland; G. 


M. Albrecht; 
H. Mitchell; 


were Dick Urz of Coast Visual Educa- 
tion Co., Los Ray SWANK, 
Swank Motion Pictures, St. Louis; C. A. 
EVERS, 


Angeles; P. 


Sunray Films, Inc., Cleveland; 
C. M. Happen, Hadden 16mm Film and 
Projection Service, Louisville, Ky.; Et- 
Don Imuorr of Victor; Horace JOonEs, 
head of the Victor eastern offices; 
Grorce H. Mircuerr, the 

Mitchell Dallas; 


KELLOGG, Victor service manager; HARRY 


George H. 
Company, WILLIAM 
Grusss of the Victor west coast offices; 
FE. E. Carrer, National School Supply 
Co., Raleigh, N. C.; 
Newark, N. J., 


Pictures, Inc., 


ARTHUR ZEILLER, 
and Ep Srevens, Stevens 
Atlanta. 





P. J. Patel, of Patel, India, Ltd., 
Bombay, India, who visited Am- 
pro rec ently. 


Patel Visits Ampro’s Plant; 
Discusses Future Sales Plans 


@ Predicting a boom in the sales of 


l6mm. sound and silent motion pic- 
ture equipment in India, P. J. PATEL 
of Patel, Ltd., Bombay, India, visited 


Ampro’s Chicago plant recently to dis 
cuss forthcoming sales plans with Har- 
RY MONSON, vice-president, and general 
sales manager. 

Mr. Patel, 


distributorship in 


whose company holds a 
India, was on an 


extensive purchasing trip. 
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China’s Visual Education 
Program Expanding Widely 

@ The Chinese in Shanghai and other 
Coastal cities will provide an exten- 
sive market for American produce when 
ever goods in sufficient quantities be- 
come available, according to Harro 
ZEPPELIN, manager of the China Branch 
of the Western Electric Company of 
\sia and Western Electric Company, 
Lid., of the Orient. Mr. Zeppelin re- 
turned to New York recently after seven 
eventful years in Tokyo and Shanghai, 
four of which he spent “in custody” of 
the Japanese. 

The Chinese Government, according 
to Mr. Zeppelin, plans to develop an 
educational film program particularly 
in small towns where the people are 
more tradition bound. The Government 
hopes to build and equip theatres and 
produce their own films stressing scien 
tific agriculture, hygiene and Chinese 
history. The program faces enormous 
technical difficulties, however, chiefly 
the lack of electricity in rural areas. 


During the occupation, the puppet 


government took over the film industry 
and called it “The China Company”. 
It “dosed” the people with old Chinese 
and Japanese films made in Manchukuo. 





(ABOVE) H. Wilson (left) Ampro service 
director shows dealer Elmer Swane of 
Western Stationers, Rapid City, S.D. key 


service pointers. 





E. S. LINDFORS 


& 


E. S. Lindfors Appointed 

Bell & Howell Vice-President 
@ Following an extensive period as a 
traveling representative and district 
manager for Bett AND Howe tt, E. S$ 
LinpFoRS recently was appointed a vice 
president of the concern, and is located 


in the New York office. 


\ graduate of the University of Min 
nesota, Lindfors first became associated 
with Bell and Howell in 1936, and sub 
sequently handled his company’s affairs 
in several areas of the country. In an 
nouncing the appointment, B & H 
president J. H. McNass paid tribute to 
Lindfors’ outstanding knowledge of the 


photo equipment field. 


Peterson Represents DeVry at 

Lutheran Laymen’s Convention 
@ Evor Perrerson, Director of DeVry’s 
Educational Film Library, represented 
the DeVry Corporation at the Luth 
eran Laymen’s Convention, 
August 10 and 11, at the Powers Hotel, 
Rochester, N. Y. DeVry displayed its 


current models in Projected Teaching 


League 


\ids Equipment. 


(BELOW) Ampro distribution in Belgium is handled by Leon Descamps (left) shown 


with Harry Monson (center) Vice-President 
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SARRA, 


NEW YORK 
CHICAGO 


HOLLYWOOD 


eee yes oon 


SPECIALISTS IN 


Dramatizing| 


THE ORDINARY 


When presented properly, using the many 
attention-holding methods known to Mode- 
Art’s skillful script writers, the most 
common subject becomes intriguing 
retaining the attention of the audience 
throughout the film showing. 

There’s nothing so ordinary that a bit of 
Mode-Art showmanship can’t present it in 
an interesting manner on film. May we 
show you what can be done with your prod- 
ucts? There’s no obligation. 


MODE-ART PICTURES 
INC. 
1022 FORBES STREET 
PITTSBURGH, PA. 


James L. Baker, President 
j fn ’ 
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Our TWENTY ONE YEARS OF 





EXPERIENCE PLUS COMPLETE FACILITIES 
ARE YOUR GUARANTEE OF SATISFACTION 
IN THE PRODUCTION OF A SOUND 
SLIDE FILM OR MOTION PICTURE, 


ROCKETT FILMS 


6063 SUNSET BLVD - HOLLYWOOD 28, CALIF. 
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Everything in Projection 


35mm PROJECTION 

16mm MAZDA PROJECTION 
8mm PROJECTION 

2x2 SLIDE PROJECTION 
SOUND SLIDE PROJECTION 
TURNTABLE FURNISHED 


16mm ARC PROJECTION 
16mm SILENT PROJECTION 
STANDARD SLIDE PROJECTION 
FILM ROLL PROJECTION 
OPAQUE PROJECTION 
MICROPHONE FURNISHED 


The World’s Largest 16mm Sound Film Library of 
Commercial, Educational and Entertainment Films 


16 Offices Reavy to SERVE YOU 


@ 2024 Main St., Dallas, Texas 

@714 18th St., Denver, Colo- 
rado 

@926 McGee St., Kansas City 
6, Mo. 

@ 2408 W. 7th St., Los Angeles 
5, California 

@ 18 So. Third St., Memphis 3, 
Tenn. 

@132 S. Miami Ave., Miami 
36, Fla. 

@5 Boylston St., Cambridge, 
Mass. 


@ 826 Baronne St., 2nd Floor, 
New Orleans 13, Louisiana 

@ 8th & Hennepin St., Minne- 
apolis, Minnesota 

@915 S. W. 10th Ave., Port- 
land 5, Oregon 

@ 108 W. 8th St., Chattanooga 
2, Tenn. 

@219 £. Main St., Richmond 
19, Va. 

@52 Auburn Ave., N.E., At- 
lanta, Ga. 

@ 1370 S. Beretania St., Hono- 
lulu, T. H. 


Bertram Willoughby Pictures, Inc., Suite 600, 
1600 Broadway, New York City 19, New York 


LD EWAN eral (ey ENS 


28-34 E. 8th St., Chicago, Hlinois (Home Office) 











Foreign friends visit Victor executives at Davenport, lowa. Left to right: W. E. 


Kellogg, Victor Service Manager; Govind Amonkar of Bombay, MGM representative 
for all India; Roy Kind, of Melbourne, Australia, Executive of Pyrox Pty., Ltd.; and 


L. V. Burrows, Director of Distribution for Victor. 


Victor Corporation Host 
To Foreign Visitors 


@ Victor ANIMATOGRAPH CorP., Daven 
port, Iowa, was host to several foreign 
visitors recently. GovinD AMONKAR of 
Bombay, MGM _ representative for all 
India, and Roy Kinp of Melbourne, 
Australia, executive of Pyrox Pty., Ltd., 
whose firm is shortly to become a manu 
facturing affiliate of the Victor Com 
pany, visited W. E. Ketiocc, Service 
Manager, and L. V. Burrows, director 
of Distribution for the Davenport cor- 
poration, 

Other recent visitors to the Victor 
plant and home office have included, 
B. N. Gupta of New Delhi, India, man- 
aging director of a cooperative produc- 
tion and marketing center there, and 
Capt. Ceciur Giptey of the Australian 
Army, MGM's representative in Austra- 
lia, New Zealand, and other South 


Pacific islands. 


W. D. Hillyer (below), who has 
been appointed Assistant Adver- 
tising Manager for Bell & Howell 


in Chicago. 





- a 
Radiant’s Booklet on Good 
Projection In Great Demand 
@ Harry E. Eller, President of Radiant 
Manufacturing Corp., Chicago, manu 
facturers of Radiant Projection Screens 
reports that their booklet, Secrets of 
Good Projection, is being distributed at 
the rate of over 3500 copies per month 
through direct consumer inquiry and 
the Radiant dealer organization. 
“Predicated on the theory that re- 
gardless of what motive a photographer— 
amateur or professional—has for taking 
his pictures,” Mi Eller says, “his 
ultimate purpose is to present them for 
interested audiences. And yet, he often 
projects his valued film on materials 


that absorb light and rob the pictures.” 








For 16mm. Film—400 to 2000’ Reels 
FIBERBILT Cases are approved for 
Service by the Armed Forces, for ship- 
ping of |émm. film. 


Only original Fiberbilt Cases 


this 


TRADE MARK 




















BUSINESS SCREEN MAGAZINE 











Reports by key personnel in the company’s sales, service, films, engineering, adver 


tising, and sales promotion divisions highlighted Bell & Howell’s session for visual 


education dealers last month in Chicago. (Above) 


B & H Tropicalization Process 
Available to Filmosound Owners 
@ If you have a B & H Filmosound 
and live in an excessively humid part 
of the U.S., you'll be interested to know 
that the “tropicalization” process, dev- 
eloped by B & H during the war to 
render military and naval sound pro 
jectors resistant to fungus and mois 
ture, is now available to individual 
owners of Filmosound projectors. The 
treatment includes the coating of pro 
jector and amplifier components and 
wiring with a special fungus-inbibiting 


material. 


Florez Inc. Names Kleene, 
Lamb to Editorial Staff 

@ Appointment of Lewis A. Lams and 
JouN KNOWLTON KLEENE to the editorial 
staff of Fiorez, INc., promotional and 
training specialists, has been announced 
by THomas J. Ayres, editorial manager 
of the organization. 

During the war Mr. Lamb served as 
Lt. j.g. with the Film Section, Special 
Devices, U.S. Navy, Washington, D.C. 
where he assisted in the production of 
many Navy training film projects. Prion 
to the war he was engaged in the devel 
opment of displays for Stensgaard & 
\ssociates and made industrial layouts 
for the Creamery Package Machinery 
Corporation. Later he was associated 
with the Jam Handy organization in a 
production capacity. He is a graduate 
of the University of Oregon, and a 
native of Chicago, Ill. 


(Below) Lewis A. Lamb (left), 


and John K. Kleene, who have 
joined the editorial staff of Florez. 
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John Kleene has served the U. § 
Army for the past four years, and was 
engaged as an Ordnance Technician on 
the Ledo Road project in the China 
Burma-India_ theater. 





A. C. Travis Jr. (above), who has 
been elected vice-president in 
charge of sales, Reeves Soundcraft 
Corporation, New York. 


Three Dimension 

(CONTINUED FROM PAGE FORTY-TWO) 
seconds; it is no longer necessary 
to realign the condensers, and 
there is no loss of light; pressure 
eliminated. 
Slides are automatically centered 
regardless of variations. 


plates have been 








Knight Type Titles 
give “yotce” t0 the 


THE KNIGHT STUDIO 


Type Titles for Motion Picture 
and Slidefilm Producers 


341 E. OHIO STREET - CHICAGO 11, ILL. 











FOR THE SAFETY 


OF YOUR FILM 


Film soon dries out, becomes brittle and scratched, 
breaks in use and is worthless, unless properly pro- 
tected from dirt and unfavorable conditions of 


re | 
humidity. | ey 
PROTECT YOURS !N cape |" 
*DUSTPROOF Lim 
x HUMIDIFIED ‘LRT 

* FIREPROOF | 


Newmade 


FILM FILING AND 
STORAGE CABINETS 


Maximum storage in minimum space. Tight, heavy gauge steel construction. Indexed 
for instant location of desired reels. Over 50 models —a variety of types and 
capacities to meet all requirements. 
sé 
This 


Is Our 
30th Year”’ 








Write for free literature on complete line of 16mm. equipment 
® REWINDS @ FILM CLEANERS ® REELS 
© SPLICERS ® SHIPPING AIDS ® CANS 


PRODUCTS 


423 Wace ee © een 8 


CORP. 


NEW YORK.NLY. 


BLOWER CODED 





AND LIGHT 
WEIGHT, TOO 





MOTOR-DRIVEN FORCED AIR COOLING 
plus heat filter permits use of 300 as 
well as 200 or 100 watt lamp, yet safe- 
guards precious slides or film against 
heat damage. 


NO REWINDING NECESSARY... film is 
ready for showing right after use. 


SMOOTH PRECISE FOCUSING to hairline 
sharpness. 


ANASTIGMAT PROJECTION LENS (5” f:3.5). 


EASILY ADJUSTABLE for either horizon- 
tal or vertical pictures. 


MANUMATIC SLIDE CARRIER automati- 
cally stacks slides in sequence. 


MORE BRILLIANT PROJECTION! 
GREATER SLIDE PROTECTION! 
MORE CONVENIENT OPERATION! 


The GoldE Filmatic enables you 
to make the most effective use of 
all three types of still projection 
material. Can be changed from 
film to slide showing in a jiffy! 


GoldE Manufacturing Co. 


Dept. B, 1220 West Madison St. 
Chicago 7, U.S. A. 
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+ CONNECTICUT - 
Audio-Visual Corp., 53 Allyn St., 
Hartford. 
* DISTRICT OF COLUMBIA: 
Jam Handy Organization, Inc., 
Transport’'tn Bldg., Washington 6. 
Paul L. Brand, 2153 K St., N. W., 
Washington 7 


* MAINE * 
D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 


* MARYLAND °* 

Folkemer Photo Service, 927 Popla: 
Grove, Baltimore 16. 

Kunz Motion Picture Service, 432 
N. Calvert St., Baltimore 2. 

Stark Films, 537 N. Howard St., 
Baltimore 1. 

* MASSACHUSETTS * 

Jarrell-Ash Company, 165 Newbury 
St., Boston 16. 

Stanley-W inthrop’s, 5-7 Revere Rd., 
Quincy 69. 

Audio-Visual Corp., 116 Newbury 
St., Boston 16. 


* NEW HAMPSHIRE * 
A. H. Rice and Co., Hollis, N. H. 


* NEW JERSEY > 
Art Zeiller, 868 Broad St., Newark 2. 


* NEW YORK °* 

Hallenbeck & Riley, 562 Broadway, 
Albany 7. 

Wilber Visual Service, 240 State St., 
Albany. (Also New Berlin, N. Y.| 

Buchan Pictures, 79 Allen St., Buf 
falo. 

Bertram Willoughby 
Inc., Suite 600, 1600 
New York. 

Brandon Films, Inc., 1600 Broad 
way, New York 109. 

Catholic Movies, 220 W. 42nd St., 
New York. 

The New York I. T. & T. Co., 25 
W. 45th St., New York 19. 

The Jam Handy Organization, 
Inc., 1775 Broadway, New York 18. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

King Cole’s Sound Service, 340 
Third Ave. at 25th St., N. Y. C. 10. 

Otto Marbach, 630 goth Ave., New 
York. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S. O. S. Cinema Supply Corp., 449 
W. 42nd St., New York 18. 

Sullivan Sound Service, 475 Fifth 
Ave., New York 17. 29 Salem Way, 
Yonkers. 34 Palmer, Bronxville. 

Y.M.C.A. Motion Picture Bureau, 
347 Madison Ave., New York 17. 

John E. Allen, Inc., Box 383, Roch 
ester J 

Marks & Fuller, Inc., 332 E. Main 
St., Rochester 4. 

Ideal Motion Picture Service, 371 
St. Johns Ave., Yonkers 4. 


Pictures, 
sroadway, 


USE THIS 


DIRECTORY TO LOCATE 


A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 





jects, screens, 





These qualified visual education dealers offer the finest in products and 
services for the use of training and informational aids; including film sub- 
projectors and accessories. Projection facilities are also 
available. Address inquiries concerning listings on this page to Readers 
Service Bureau, Business Screen, 157 E. Erie St., Chicago 11, Ill. 








* PENNSYLVANIA »* 
J. P. Lilley & Son, 277 Boas St., Har- 
risburg. 
Also 152 Pine St., Williamsport. 
Karel Sound Film Library, 410 
Third Ave., Pittsburgh 19. 
Kunz Motion Picture Service, 1319 
Vine St., Philadelphia 7. 
Lippincott Pictures, Inc., 4729 Lud 
low St., Philadelphia 39. 


* RHODE ISLAND - 
Audio-Visual Corp., 268 West- 


minster St., Providence. 


* WEST VIRGINIA °* 
J. G. Haley, P. O. Box 703, Charles- 
ton 23. 
Apex Theatre Service & Supply, 
Phone 24043 Box 1389 
Huntington. 


SOUTHERN STATES 


* ALABAMA °* 
Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 
John R. Moffitt Co., 19. S. Perry 
St., Montgomery. 
* FLORIDA + 
Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 
Orben Pictures, 1137 Miramar Ave., 
Jacksonville 7. 

Ideal-Southern 16mm Pictures Co., 
132 S. Miami Ave., Miami 36. 
Stevens—Pictures, 9536 N. E. Sec- 

ond Ave., Miami. 
Bowstead’s Camera Shop, 1039 N. 
Orange Ave., Orlando. 
* GEORGIA + 
Calhoun Company, 101 Marietta St., 
Atlanta 3. 

Ideal Pictures Corp. of Georgia, 
s2 Auburn Ave., N.E., Atlanta. 
Strickland Film Co., 141 Walton 

St., N. W., Atlanta 3. 
* KENTUCKY »* 
D. T. Davis Co., 178 Walnut St., 
Lexington 34. (Also Louisville.) 
* LOUISIANA «+ 
Stanley Projection Company, 211, 
Murray St., Alexandria. 
Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12. 

Stirling Motion Picture Co., 2005 
Ferndale Ave., Baton Rouge 15. 
Ideal Southern Pictures Co., 826 

3arrone St., New Orleans. 

* MISSISSIPPI + 

Herschel Smith Company, 119 

Roach St., Jackson 110. 

NORTH CAROLINA °* 

Carolina Industrial Films, 125 W. 

First St., Charlotte 2. 
National Film Service, 14-20 Glen 

wood Ave., Raleigh. 


THE BEST IN 


* SOUTH CAROLINA - 
Calhoun Company, 1110% Taylor 
St., Columbia 6. 


* TENNESSEE + 
Ideal Pictures Corp., 18 S. 3rd St., 
Memphis. 
Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11. 
Southern Visual Films, 687 Shrine 
Bldg., Memphis. 
* VIRGINIA * 
Walker C. Cottrell, Jr., 408-10 E. 
Main St., Richmond 19. 
Ideal Pictures, 219 E. Main St., 
Richmond 19. 
National Film Service, 309 E. Main 
St., Richmond. 


* ARKANSAS °+ 
Arkansas Visual Education Serv- 
ice, Conway. 
Grimm-Blacklock Co., 719 Main St., 
Little Rock. 
* ILLINOIS + 
Father Hubbard Educational 
Films, 188 W. Randolph St., Chi- 
cago I. 
Ideal Pictures Corp., 28 E. 8th St., 
Chicago. 
Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 
McHenry Educational Films, 64 E. 
Jackson Blvd., Chicago 4. 
Midwest Visual Equipment Co., 
4509 N. Damen Ave., Chicago 25. 
Y.M.C.A. Motion Picture Bureau, 
19 So. La Salle St., Chicago 3. 
Stinson Projector Sales, 521 S. 
Lombard Ave., Oak Park. 


* INDIANA + 

Burke’s Motion Picture Co., 434 

Lincoln Way West, South Bend 5. 
* IOWA ° 

Pratt Sound Film Service, 805 
Third Ave., S. E., Cedar Rapids. 

Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 

* KANSAS-MISSOURI + 

Central Visual Education Service, 
Broadview Hotel Bldg., Wichita, 
Kas. 

Kansas City Sound Service Co., 
Room 1, Lobby floor, 926 McGee 
St., Kansas City 6, Mo. (Ideal Pic- 
tures ) 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 

* MICHIGAN + 

Olson Anderson, 1113 McKinley 

Ave., Bay City. 


Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., De- 
troit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


* MINNESOTA -* 
Film Preview, 1504 Hennepin Ave., 
Minneapolis. 
National Camera Exchange, 86 S. 
Sixth St., New Farmers Mechanics 
Bank Bldg., Minneapolis 2. 


* NEBRASKA - 


Church Film Service, 2595 Mander- 
son St., Omaha 11. 


* OHIO - 

Lockard Visual Education Service, 
922 Roslyn Ave., Akron 2. 

D. T. Davis Co., 911 Main St., Cin- 
cinnati, 2. 

Ralph V. Haile & Associates, 215 
Walnut St., Cincinnati. 

Fryan Film Service, Film Bldg., 
Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 
Film Associates, 429 

Dr., Dayton 9. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 
Murray Motion Picture Service 

Co., 879 Reibold Bldg., Dayton 2. 
Twyman Films, Inc., 29 Central 
Ave., Dayton 1. 
Martin Sound Systems, 50 Charles 
Ave., S.E.,Massillon. 
* WISCONSIN - 
Photoart House, 844 N. Plankinton 
Ave., Milwaukee. 
Gallagher Film Service, Green Bay. 


Ridgewood 





WESTERN STATES 
* CALIFORNIA * 
Donald J. Clausonthue, 1829 N. 

Craig Ave., Altadena. 

Camera Craft, 6764 Lexington Ave., 
Hollywood 38. 

Hollywood Camera Exchange, 1600 
N. Cahuenga Blvd., Hollywood 28. 

Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 14. 

Screen Adettes, Inc., 1709 W. 8th 
St., Los Angeles 14. 

Training Aids, Inc., 7414 Beverly 
Blvd., Los Angeles 36. 

Carroll W. Rice, 19 Estrella Ave., 
Piedmont, Oakland 11. 

Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

Photo & Sound, Inc., 141 New 

Montgomery, San Francisco 5. 
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Screen Adettes, Inc., Sixty-Eight 
Post Bldg., 68 Post St., San Fran- 
cisco 4, 

Y.M.C.A. Motion Picture Bureau, 
351 Turk St., San Francisco 2. 


* COLORADO + 


Evangel Picture Service, 420 S. W. 
Washington St., Portland 4. 

Ideal Pictures Corp., 1739 Oneida 
St., Denver. 

* OREGON - 

Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland. 

Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5. 

Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 


* TEXAS ° 


The Educational Equipment Co., 
David F. Parker, 1909 Commerce 
St., Dallas 1. 

National-Ideal Pictures, 2024 Main 
St., Dallas. 

Visual Education, Inc., 12th at La- 
mar, Austin. Also, 602 N. St. Paul, 
Dallas 1; 4431 Foard St, Ft. 
Worth; 3905 S. Main, Houston 4. 

Y.M.C.A. Motion Picture Bureau, 
1700 Patterson Ave., Dallas 1. 


* UTAH + 
Audio-Visual Supply Co., 1122 E. 
8th South, Salt Lake City 2. 
Evangel Picture Service, 426 Peyton 
Bldg., Spokane 8. 
* WASHINGTON - 
Evangel Picture Service, 237 East 
rst South, Salt Lake City 1. 
Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 





* HAWAII - 


Motion Picture Enterprises, 121 S. 
Beretania Honolulu, T. H. 


FOREIGN 
* CANADA - 


Arrow Films Limited, 1115 Bay 
St., Toronto 5, Ontario. 


General Films Limited 
Head Office: 
1534 Thirteenth Ave., Regina, Sask. 
Branches: 
535 W. Georgia St., Vancouver, 
a he 
810 Confederation Life Bldg., Win- 
nipeg, Man. 
156 King St., West, Toronto, Ont. 
1396 St. Catherine St., Montreal. 
760 Main St., Moncton, New 
Brunswick. 
H. de Lanauze, 1027 Bleury St., Mont- 
real, Quebec. 


+ MEXICO - 


E. M. A. S. A. Head Office, Stu- 
dio and Distribution: Reforma 
146, Mexico City. 
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FLoyp PETERS 


Former Red Cross Executive 
Joins Swank Pictures, St. Louis 
@ Froyp Perers, former motion pic 
ture director for the midwest area of 
the American Red Cross, has been 
named General Manager of SwANK Mo 
riON Picrures, St. Louis, Mo., it was 
announced recently by Ray SWANK, 
president. 

Peters has been associated with the 
motion picture industry, theatrical and 
non-theatrical, as an executive for the 
past eighteen years. 

> . >. 

Procter & Gamble Uses Filmo 

for Micro Movies of Soap 

@ To determine exactly what happens 
when human hair is washed with various 
soaps and other cleansing agents, the 
Research Department of the Procrer & 
GAMBLE Co. here recently made a series 
of photomicrographic motion pictures. 
No camera lens, as such, was employed 
in this work, the optical system used 
being that of a Bausch & Lomb micro 
scope, which was teamed with a Filmo 

Auto Load 16mm. motion picture camera 
operated at 16 and 24 frames per second. 

Rapid and critical focusing upon a 
single hair was effected by means of the 
regular Bell & Howell Direct Focuser, 
and a special mechanical stage permitted 
action sequences to be filmed while 
various solutions were circulated around 
the hair inside a glass cell. Considerable 
advancement in the study of soap action 
is expected as a direct result of this re 
search, with ultimate benefit to the 
consumer. 














The Seal of Quality 
Since 1913 


Now 


@ additional modern equipment 
@ expanded studio facilities 
@ increased staff of specialists 


ATLAS EDUCATIONAL FILM CO. 
1111 SO. BLVD., OAK PARK, ILL. 
TEL: AUSTIN 8620 











PHOTOGRAPHER 
Large Cincinnati Manu- 
facturer with well organ- 
ized photographic depart- 
ment needs young man, 
under 35, for industrial 
motion picture and still 
work. Must be experienced. 
Excellent opportunity. 
State age, education, ex- 
perience, salary. Replies in 
confidence. 

Write Box 68 

BUSINESS SCREEN 
157 E. Erie St., Chicago (11) 





WHERE-- 
to find 


HOW -- 


to prepare 


HOW -- 


to use 


Ww BOOK 





“The Preparation and Use of 
Visuak ride” 


by Kenneth B. Haas and Harry Q. Packer 
225 pages profusely illustrated $4.00 


SEND FOR YOUR APPROVAL COPY 














Prentice-Hall, Inc., Industrial Dept., 70 Fifth Ave., New York 11, N. Y. 

You may send me for five days’ free examination ‘‘The Preparation and Use of VISUAL AIDS 
At the end of that time | will remit $4.00 (plus 10c postage and packing) or return the book 
for full credit. 

Name 


Firm 


Address 




















For A TRULY FLATTERING SHOWING OF 
EITHER 35 mm. OR 16 mm. 


WHILE YOUR GUESTS ENJOY 

LUNCHEON OR DINNER SUPERBLY SERVED 

IN A SETTING OF UNSURPASSED BEAUTY 
THAT WILL SELL YOUR PICTURE. 


Morte Conko 








TED NEMETH STUDIOS 


729 SeveNTH AVENUE 
NEW YORK, N. Y 


MOTION PICTURES - SLIDEFILMS 








FOR MOVIE FILM 


2/ TREATMENT 





ASK YOUR DEALE 
VAPORATE CO.,inc. BELL & HOWELL CO. 
1801 Larchmont, Chicago 
716 N. Labrea, Hollywood 














Slidefilm Production- 


TWENTY) 





(CONTINUED FROM PAGE 


combined with freedom from pomposity and 
to smile whenever a smile is 
“reaching” for it. 


a willingness 
justified without 


QUESTION FIVE: Does It Assay 90% Concrete Visual? 
“For Instance’’ to Every 2% Worded Generality? 


@ The words “for instance”, uttered frequent- 
ly, make for excellence in any kind of presen- 
tation . Speech, written essay, motion pic- 
ture or sound slide film. 

But they are particularly important in the 
case of a sound slide film . . . where any pro- 
longed series of generalities in the narration 
poses a grave problem of what to show on 
the screen. 

Sometimes, in an effort to solve that prob- 
lem, visual specifications like the following 
are given: 

Frame |: 

facing audience as he outlines policy ex- 


Long shot of Sales Manager Jones 


plained in narration. 


Frame 2: Move in camera on Mr. Jones 
and change angle slightly. 

Frame 3: Close up of Mr. Jones, Shoot 
this time from down up. 

Frame 4: Extreme close up of Mr. Jones. 


Shoot now from up down. 
And so the 
but with what final result? With the re- 

sult that any reality in the re- 
cording of Mr. 
series of frozen lip stills which contribute 


visual specifications continue 


illusions of 
Jones’ voice are spoiled by a 


nothing to comprehension of the generalities 
he is expressing in words. 

Che same criticism applies, in a basic sense, 
to the frequently encountered sound slide film 
which endeavors to explain business policies 
by conversational interchanges between char- 
acters. 

No matte 
be dressed up by dramatic situation or 
screen still shows, 


how cleverly such conversations 
may 


by visual background, the 


in effect, Mr. Jones wagging his jaw . only 
without the wag. 
The talking motion picture can “get away 


with” that sort of thing ... but not the sound 
slide film. 

Well, then, what's the answer? I believe 
it’s this: 


Compress every generality which must be 
in a sound slide film into the few- 
so few that they can be 


presented 
est possible words... 
presented in short caption form. 

Then immediately go from the general to 


the specific and stay there for at least 


the next ten or twenty frames. 
Then, another one-frame generality, per- 
haps... and again, ten, twenty or more vis- 


ually specific “for instances”. 


hat simple formula, in my experience, 


never misses. 


QUESTION SIX: Does It Ask for the Order? 


@ Since somebody's budget invariably gets 
charged with the production cost of a given 
sound slide film, presumably somebody wants 


film to do something for him... . to 


that 






win desired action of some kind or other from 
the audiences who will see it. 


That being the case, it’s only reasonable to 
expect that the film should state clearly what 
the desired action is and then, frankly 
and explicitly ASK THE AUDIENCE TO 
PAKE THAT ACTION. 

Yet, unfortunately, all too few sound slide 
films do that. Instead of climaxing in a point- 
ed request for specific action, they end all 
too often in a fuzzy pink cloud of so-called in- 
spirational copy. 

A good salesman certainly would not wind 
up a sales presentation on a basis of merely 
“nice to have seen you and here’s hoping you 
may have profited by my remarks”. 

The sound slide film that is worth its salt, 
does precisely the same thing. 





In conclusion ... 1, too, would like to ask 
urge that producers of sound 
attention to the 


and that in this 


for the order. 
slide films increased 
production of good scripts... 


connection they apply the following six ques- 


give 


tion checks: 
1. Is it short enough? 
Is it direct enough? 
Is it truly audio-visual? 


Does it smile often enough? 
5. Does it assay 98° concrete visual “for in- 
stance” to every 2% worded generality? 


6. Does it ask for the order? 


TRANSLUCENT 4 


SCREENS | 


REAR PROJECTION 


Made to Order 


Sizes from |] 
square to 30x 60 feet 


750 $. Wabash Ave., 
CHICAGO, ILLINOIS 


All Screens 


Tare} 











motion picture projection 


16MM & 35MM service. Arrange club, 


school, church showings, supply equipment and operators. 
Full responsibility, one-time or long runs in New York, 
New Jersey, and Connecticut. Continuous projection and 
sound-slide film service. Have largest local list of the- 
atrical outlets for top quality industrial fiims. 


KING COLE'S SOUND SERVICE, Inc. 
240 THIRD AVE. at 25th ST.,NEWYORK IO —LEx. 2-678! 























~“Woclal 
uilding pdvertising--- _ 





Regt ance 












: 


————_— —— en oe ee ee eee ee eee 


© 
=. 
a 
Sok 
yy 
Ss 
wn 


Action-9 


Today, a better 
business-building team 
than ever before 


ment for films. Out of it came enrichment in 
producer “know-how”. . . improvements in pro- 
jection equipment . . . refinements in distribution 
technics that put sales films “at the top of the 
class’”’ technologically. Made them . . . with their 
adroit use of pictures, color, motion, and sound 


ace radio, direct mail, outdoor ad- ... one of the most responsive advertising medi- 
vertising . . . to build consumer acceptance. ums any company can use. 


Sales promotional films . . . to stimulate action. Team up your acceptance-building advertis- 


This is the merchandising “team” that did ing with action-getting motion pictures and slide 
such spectacular things for business before the films. See a commercial producer in any key city. 
war. This is the “team” that now-stands ready to He’ll show you how. 
do an even better business-building job for you. 


Eastman Kodak Company, Rochester 4, N. Y. 


ional Fil 
War was no period of hibernation for sales films. Sa es Promotiona Fi ms 


It was a period of rapid and continuous advance- —another important function of photography 


Ready to do more 
for you because... 
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